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Senator  John  Edwards  (D-N.C.) 
in  New  Hampshire  last  month 


The  illness  and  chronic  disease  resulting  from  inactive  lifestyles  cost  as  much 
as  $77  billion  a  year  to  treat. That’s  why  Blue  Cross  and  Blue  Shield  Plans 
across  the  nation  are  launching  WalkingWorks^^,  an  unprecedented  effort 
to  work  with  employers  to  help  Americans  add  physical  activity  to  their  daily 
routines.  It’s  one  of  the  many  ways  we’re  doing  our  part  to  control  rising 
healthcare  costs.  For  more  information,  visit  our  web  site  at  www.bcbs.com. 
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LETTERS 


START  POLISHINC  THIS  JEWELl 

SEEKING  DAMAGES  FROM  THE  MEDIA 

after  your  reputation  has  been 
destroyed  through  no  fault  of  your 
own  is  not  “shaking  down  the  news  media,” 
as  your  editorial  about  Richard  Jewell 
stated  (Aug.  25,  p.  9).  Mr.  Jewell  is  the 
only  person  in  the  whole  ugly  affair  who 
deserves  praise,  not  criticism.  He  isn’t 
“shaking  down”  anyone.  Under  the  law, 
when  you  wrongly  damage  someone’s 
reputation,  even  when  you  didn’t  mean  to, 
you  have  to  ftice  the  consequences. 

BERNARD  JUDGE 
Law  Bulletin  Publishing  Company 
Chicago,  Ill. 


WASN’T  SURPRISED  THAT  AN  INDUS- 

try  organ  sided  with  The  Atlanta 
Journal-Constitution  over  the  AfC’s 
bitter  libel  defense  against  Olympic  bomb¬ 
ing  hero  Richard  Jewell.  I  was  puzzled  that 
E^P  claimed  “the  truth  of  [the  AJC ’s] 
reporting  has  proved  an  unshakable  de¬ 
fense  in  court.”  That,  in  itself,  isn’t  true.  In 
fact,  the  A/C ’s  coverage  of  Jewell  con¬ 
tained  at  least  one  important  factual  error, 
several  possible  errors  and  a  general  tone 
that  could  hardly  be  described  as  reflective 
of  “truth.” 

All  this  doesn’t  make  it  libel.  Jewell  may 
very  well  lose  his  case  —  not  because 
“truth”  is  an  “unshakable  defense,”  but  be¬ 
cause  he  has  been  deemed  a  public  figure. 
He  placed  himself  in  the  spotlight  when  he 
saved  lives  by  warning  people  away  from 
the  bomb  he  spotted  in  Olympic  Park.  But 
it  hardly  should  be  a  matter  of  pride  in  our 
profession  when  sensationalist  spin  and 


flawed  editing  is  followed  by  a  stubborn, 
lawyerly  refusal  to  admit  any  imperfection. 

Contrast  the  A/C ’s  failure  to  acknowl¬ 
edge  its  errors  of  fact  imd  judgment  with 
The  New  York  Times'  front-page  mea  culpa 
regarding  Los  Alamos  scientist  Wen  Ho 
Lee,  who  also  was  wronged  but  probably 
not  libeled.  And  wouldn’t  it  be  better  if  a 
leading  industry  publication  held  newspa¬ 
pers  to  high  standards  —  rather  than  cir¬ 
cled  the  wagons  and  ignored  widely  known 
facts  about  this  complex  case? 

KEN  EDELSTEIN 
EDITOR 
Creative  Loafing 
Atlanta,  Ga. 

RATHER  PROUD  OF  BURNS 

JOHN  Burns’  “There  is  Corrup- 
tion  in  Our  Business”  (E&P  Online, 
Sept.  15)  is  a  brilliant,  important 
contribution  to  American  journalism  at  a 
critical  point  in  the  history  of  our  country 
...  and  our  craft.  A  salute  to  him  for  writing 
it,  and  to  you  for  publishing  it.  It  is  my 
hope  that  this  outstanding  piece  of  work 
will  reach  the  widest  possible  distribution 
and  readership. 

DAN  RATHER 

CBS  News,  New  York 


1  Correction 

Centre  Daily  Times  Publisher  Henry  B. 
Haitz  III  became  publisher  after  working  at 
the  paper  six  years,  not  four  (‘Thinking 
Young,”  E&P,  Sept.  15,  2003).  Also,  Penn 
State  students  no  longer  pay  for  the  univer¬ 
sity’s  Newspaper  Readership  Program 
through  their  housing  bill  but  through  their 
tuition. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 


SEPTEMBER  19,  1953: 
Frank  E.  (Pappy)  Noel  and  William 
Nathan  Otis  —  a  pair  of  American 
newspapermen  who  had  both 
been  held  captive  by  Communist 
forces  —  met  this  week  to  speak 


of  their  captivity.  Both  men  told 
of  how  they  were  propositioned  to 
use  their  talents  to  spread  propa¬ 
ganda  during  their  imprisonment. 

In  an  attempt  to  cash  in  on  the 


popularity  of  3-0,  the  Minneapolis 
Star  and  Tribune  produced  its 
own  3-D  promotional  film  for  the 
Minnesota  State  Fair.  The  16-mm. 
movie  followed  nine  different 
writers  hard  at  work  at  the  paper. 


- 


I  FEATURES 

'  THE  E-LECTION  Reporters  turn  ! 

to  laptops  and  other  electronica 
to  keep  up  with  the  candidates  and 
their  own  killer  apps . 10 

PAGE  ONE 

Seattle  Stew  a  judge  decides 
the  fate  of  The  Seattle  Times  and  the 
Post-Intelligencer  on  Thursday  with 
a  key  ruling  in  JOA  battle . 4 

They  Do  JOAs  in 
Pennsylvania,  too  And  this  j 
one  between  the  York  Daily  Record  \ 
and  The  York  Dispatch  may  end 
strangely . 6 

DEPARTMENTS 

NEWSPEOPLE  Javier  Aldape  is  the 

I  Star-Telegram’s  new  VP . 8 

:  EDITORIAL  Minnesota  Supreme 
j  Court  has  no  love  for  Wakefield  . .  .9 

I  SYNDICATES  Will  “Opus”  comic  fly  { 

j  in  syndication?  . 24 

'  TECHNOLOGY  New  plate  lines  auto-  j 

j  mate  sorting  for  stacking . 33  j 

i  -30"  Editor  Greg  Mitchell  explains  | 
big  changes  set  for  January:  faster,  | 
smarter,  better  . 34  | 

Classified . 25  ! 

Cover  photo  by  John  Mottern/  | 
Getty  Images  I 


I  THIS  WEEK  ON  THE  WEB 

Exclusivelyoneditorandpublisher.com...  i 

I  In  a  new  book  about  journalists  in  Iraq,  New  York  ! 
i  Times  correspondent  John  Burns  claims  some 
colleagues  curried  favor  with  Saddam's  regime. 
Read  an  excerpt  and  EiP  readers'  responses 
(“Headlines,”  Sept.  18). ...  Many  newspapers 
I  cancelled  a  “Doonesbury”  comic  strip  that  dealt 
;  with  masturbation,  but  those  papers  that  ran 
^  the  strip  got  few  complaints,  says  Dave  Astor 
:  (“Syndicate  World,”  Sept.  19). ...  As  your  travel  j 
I  writers  probably  know,  the  low-cost  road  trip  is 
I  the  hot  vacation  trend.  Columnist  Charles  Bowen 
i  visits  a  site  to  help  you  cover  America's  highways 
and  byways  (“Digital  How-to,"  Sept.  16). . . .  Plus 
I  a  new  Photo  of  the  Week  and  E&P  Online  Poll. 
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August  brought 
mixed  revenue 
news  for  the  public 
newspaper  groups, 
with  year-over-year 
gains  in  the  range  of 
1%  to  2%,  analysts 
estimate.  Continuing 
July’s  pattern,  nation¬ 
al  advertising  contin¬ 
ued  to  lead  the  way, 
countered  by  weak 
help-wanted  and 
retail.  Lowering  her 
earnings  estimates 
for  most  companies, 
Merrill  Lynch  analyst 
Lauren  Rich  Fine 
wrote  that  she  sees 
more  mixed  results 
in  the  months  ahead. 
A  more  upbeat  Peter 
Appert  of  Goldman 
Sachs  wrote  that 
publishers  have 
reported  improved  ad 
trends  for  September, 
supporting  his  belief 
that  the  industry  has 
hit  the  bottom  of  the 
ad  cycle. 

—  LUCIA  MOSES 


the  Times,  and  Knight  Ridder  controls  the  rest. 

If  Judge  Canova  does  not  stop  the  18-month  count¬ 
down  to  the  end  of  the  JOA,  Hearst  says  the  P-I 
will  be  unable  to  continue  publishing  because  all  the 
printing  presses,  delivery  trucks  and  other  production 
equipment  and  facilities  are  owned  by  the  Times  Co. 
Hearst  has  put  the  P-I  up  for  sale,  but  a  second  news¬ 
paper  with  virtually  no  production  assets  and  a 
declining  circulation  is  unlikely  to  find  any  serious 
takers. 

Canova  will  also  consider  another  option  available 
to  Hearst  under  the  revised  JOA  agreement:  If  Hearst 
agrees  to  fold  the  P-I,  the  Times,  under  a  1999  revision 
of  the  JOA,  will  pay  Hearst  32%  of  its  profits  until  the 
JOA  expires  in  2083.  Under  its  current  arrangement, 
the  P-I  gets  40%  of  the  profits. 

The  Committee  for  a  Two-Newspaper  Town 
argued  in  the  Sept.  12  hearing  that  Canova  should  rule 
that  JOA  provision  violates  public  policy  because  it 
amounts  to  permitting  the  Times  to  pay  Hearst 
to  stop  publishing.  The  committee  was  organized  by 
/V  the  Newspaper 

\  Guild  and  includes 

members  from 
Seattle  businesses 
^  community 

Along  the  way  to 
Thursday’s  hearing, 
the  bitter  legal  split 
has  produced  a 
L flurry  of  documents 

in  the  months  since 
^  April  28.  On 

date,  Hearst  filed  a 
pre-emptive  lawsuit 
one  day  before  the 


Heated  Seattle  JOA  fight  comes  to 
a  head  this  week,  with  fate  of 
two  newspapers  at  stake 


BY  MARK  FITZGERALD 

JUST  FOUR  YEARS  AGO,  THE  FUTURE  OF  THE 

Seattle  joint  operating  agreement  (JOA)  forged 
in  1983  between  The  Seattle  Times,  principally 
owned  by  the  Blethen  family,  and  the  Seattle  Post- 
Intelligencer,  published  by  Hearst  Corp.,  looked  so 
bright  that  its  principals  decided  to  extend  it  for 
another  50  years.  Now  the  fate  of  the  140-year-old 
P-I  could  be  sealed  as  early  as  Sept.  25,  when  King 
County  (Wash.)  Superior  Court  Judge  Greg  Canova 
announces  a  key  ruling  in  Case  No.  03-2-23950. 

Depending  on  how  the  judge  rules,  the  P-I  could 
disappear  before  Oct.  29,  2004.  And  even  though 
the  Times  is  the  far  stronger  JOA  partner,  its  very 
existence  is  also  riding  on  the  judge’s  decision, 
according  to  Times 
Co.  CEO  Frank 
Blethen.  In  a  memo 


Newspapers 

along  Hurricane 
Isabel's  path  battled 


The  2000  strike  at  The  Seattle  Times  led  to  losses,  Frank  Blethen 
says,  that  set  his  company  on  the  road  to  calling  for  an  end  to  JOA 


4  EDITOR& PUBLISHER  SEPTEMBER  22,  2003 


www.editorandpublisher.com 


'/REUTERS 


For  rate  and  availability  or  write: 
el)c  iVaeiliimitcin  ^Jo^t  "1- 


Washington,  W  2007 1  -9200 
800-879-9794  ext.  1  202-334:5375 
wpwgsales@washpost.com  www.postwritersgroup.com 


PRESENTED  IN  BOTH  ENSliSH  AND  SPANISH 


Times  invoked  a  “stop-loss”  contract  clause  that  forces 
a  negotiated  end  to  the  JOA  within  18  months  if  the 
partnership  loses  money  for  three  consecutive  years. 
The  Times  said  that’s  exactly  what  happened  from 
2000  to  2002. 

Among  the  many  documents  that  have  emerged 
during  the  lawsuit  discovery  period  are  some  suggest¬ 
ing  neither  side  figured  Seattle  would  remain  a  two- 


paper  city  forever.  A  Times  memo  written  last  Janu¬ 
ary  indicates  the  Blethens  were  targeting  the  JOA  for 
elimination  as  early  as  1985.  A  Hearst  memo  from 
1993  showed  the  P-/ was  mulling  a  “St.  Louis  deal”  — 
the  1983  cUTEmgement  that  envisioned  the  Newhouse 
family  folding  its  St.  Louis  Globe-Democrat  but 
continuing  to  profit  from  the  JOA  with  Pulitzer  Inc.’s 
St.  Louis  Post-Dispatch.  11 


a  variety  of  problems 
Thursday  and  Friday, 
with  most  successful¬ 
ly  publishing  on  or 
close  to  schedule. 

“It  was  a  terrible 
night,  but  we  planned 
for  it,”  said  J.  Stewart 
Bryan,  chairman  and 
CEO  of  Media  Gener¬ 
al  Inc.  and  publisher 
of  the  flagship 
Richmond  Times- 
Dispatch,  on  Friday. 
Despite  “intermittent 
power  failures,” 
the  10  Virginia 
papers  in  his  group 
all  got  copies  to  the 
vast  majority  of  their 
subscribers.  An  un¬ 
specified  number  of 
subscribers  to  The 
Virginian-Pilot  in 
Norfolk,  also  experi¬ 
enced  delivery  delays 
on  Friday. 

In  North  Carolina, 
at  the  Star  News 
(55,000  daiiy  circula¬ 
tion,  in  Wilmington), 
about  20%  of  the 
paper's  255  employ¬ 
ees  could  not  get  to 
work  because  of 
power  outages  or 
other  hurricane-relat¬ 
ed  problems  at  their 
homes,  according  to 
Pubiisher  Ken 
Svanum.  “We  used 
generators  during 
some  power  outages, 
but  got  the  paper  out 
both  days  [Thursday 
and  Friday],”  he  said. 
“We  also  rented 
additional  back-up 
generators.” 

In  Jacksonville, 
N.C.,  The  Daily  News 
was  able  to  publish, 
but  most  of  its  non¬ 
newsroom  employees 
stayed  home,  said 
Elliott  Potter,  associ¬ 
ate  publisher  and 
executive  editor. 

—  JOE  STRUPP, 
SETH  PORGES 


Daily  I&cnnIH 


Dean  Singleton, 
MediaNews 
Group's  vice 
chairman/CEO, 
left.  At  right, 
Buckner  News 
Alliance  owner 
Phil  Buckner. 


East  Coast  battens 


I Known 
waten 
.prove 
deadly 


check  stops  unsafe  truck 

X  LLlcaam 


Surprise 


kicks  in  beginning  Jan.l, 
2005.  That  option  al¬ 
lows  the  Daily  Record’s 
owners,  Buckner  News 
Alliance,  to  force  Media 
News  to  buy  the  Daily 
Record  for  a  lower, 
previously  agreed  upon 
price  of  about  $25 
million.  Under  the  JOA, 
Buckner  has  three  years 
from  Jan.  1,  2005,  in 
which  to  exercise  the 
option. 

If  neither  side  takes 
advantage  of  either  of 
the  provisions,  the  JOA, 
which  runs  out  in  2090, 
would  simply  continue. 

“Everyone  here  is 
preparing  for  whatever 
comes,”  said  Shawn 
Ledington,  Daily  Record 
unit  chair  for  the  Com¬ 
munication  Workers  of 
America  Local  38218, 
which  represents  most  of 
the  workers  at  both  pa¬ 
pers.  “We  are  trying  to 
be  very  positive.” 

William  Dean  Single- 
ton,  vice  chairman  and 
CEO  of  MediaNews 
Group,  told  E^P  last 
week  he  had  not  decided 
whether  to  exercise  his 
option  to  buy  the  Daily 
Record,  but  stressed  that 


he  did  not  believe  his 
purchase  of  the  paper 
would  mean  either 
publication  would  fold. 
“York  is  a  unique  market 
where  each  newspaper 
has  a  very  strong  follow¬ 
ing,”  he  said.  “Both 
newspapers  can  exist.” 

Dennis  Hetzel,  editor 
and  publisher  of  the 
Daily  Record,  would 
not  release  detailed 
profit  figures  for  the 
JOA,  but  said  each  paper 
is  profitable.  “This  is  a 
JOA  that  has  worked,” 
he  said.  “Both  papers 
are  much  stronger 
financially  and  both  are 
better  than  they  were  13 
years  ago.” 

The  unusual  windows 
of  opportunity  for  buy¬ 
outs  were  added  after 
Singleton  offered  to  buy 
the  Daily  Record  in 
1996,  according  to  Philip 
F.  Buckner,  owner  of 
Buckner  News  Alliance, 
who  said  he  did  not  want 
to  sell  the  paper  in  1996, 
but  decided  to  allow  Sin¬ 
gleton  the  option  later 
on.  “I  felt  that  by  2004 
the  responsible  thing 
would  be  to  create  a  suc¬ 
cession  to  keep  it  going,” 


said  Buckner,  now  73. 

“I  made  the  agreement 
in  anticipation  of  being 
a  senior  citizen  and 
possibly  not  wanting 
to  be  involved  anymore.” 

If  Singleton  chooses 
to  buy  the  Daily  Record, 
or  is  later  forced  to  buy 
it,  several  things  could 
occur. 

He  could  seek  U.S. 
Justice  Department 
approval  to  operate  both 
papers  under  the  JOA, 
which  seems  unlikely 
given  the  history  of  JOA 
decisions;  sell  one  of  the 
papers  to  another  owner 
and  have  both  continue 
publishing  either  under 
a  JOA  or  separately;  or 
close  one  of  the  papers, 
a  move  that  also  seems 
unlikely  if  both  papers 
are  making  money.  A 
shutdown  also  would 
require  Justice  Depart¬ 
ment  approval,  and 
would  probably  only  be 
allowed  if  no  buyers 
could  be  found. 

“It  is  an  option  we 
will  evaluate,”  Singleton 
said  about  his  looming 
decision.  “We  will  decide 
what  we  want  to  do 
when  we  get  there.”  11 


BY  JOE  STRUPP 

Don’t  think 
Seattle  is  the 
only  place 

where  a  joint  operating 
agreement  is  making 
news.  In  much  smaller, 
and  calmer,  York,  Pa., 
one  of  the  more  unusual 
JOA  stories  is  emerging. 

In  this  blue-collar 
town  of 40,000,  located 
about  30  miles  south  of 
Harrisburg,  the  York 
Daily  Record  and  The 
York  Dispatch  have 
operated  under  a  typical 
JOA  since  1990.  But  this 
setup  has  one  interesting 
wrinkle:  Under  a  provi¬ 
sion  added  in  1996,  the 
MediaNews  Group  — 
owners  of  the  afternoon 
York  Dispatch  —  have 
an  option  to  buy  the 
morning  York  Daily 
Record  for  a  previously 
agreed  upon  price  of 
about  $32  million 
beginning  Jan.  1,  2004. 
That  option  can  be  exer¬ 
cised  at  anytime  during 
2004,  but  runs  out  on 
the  last  day  of  the  year. 

If  MediaNews  Group 
does  not  choose  to  buy 
the  Daily  Record  during 
2004,  a  second  provision 
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but  luckily,  it’s  big 
enough  for  the  rest  of 
the  country,  too. 

As  the  Chicago  Tribune’s  signature  I 

advice  columnist,  Amy  Dickinson  has 
the  most  popular  kitchen  table  in 
town.  In  her  daily  column  **Ask  Amy: 

Advice  for  the  real  world,”  I 

Amy  provides  thoughtful  guidance  ^ 

to  readers  of  all  ages.  When  it’s 
personal,  Ask  Amy  is  the  only  place 
to  turn. 

Amy  blends  her  more  than  20  years 
of  solid  reporting  experience  with  the 
insight  gained  as  a  single  mother  and 
member  of  a  large  extended  family  to 
offer  honest  and  heartfelt  advice  to 
readers. 

A  former  TIME  magazine  columnist, 

Amy  has  contributed  to  ‘All  Things 
Considered”  on  National  Public  Radio, 

CBS”‘Sunday  Moming,”The  Washington 
Post,  Esquire  and  O  magazine,  among 
other  publications. 


Represented  outside  the  United  States  by: 
Tribune  Media  Services  International 
+  1-213-237-7987 


Dirks,  Van  Essen  &  Murray 


A  I.  A  B  A  M  A 

Maggie  Krost  to  vice  president  of  sales 
and  marketing  for  The  Birmingham 
News.  She  is  the  former  senior  vice  pres 
dent  of  sales  and  marketing  at  the  San 
Francisco  Chronicle. 


CALIFORNIA 
Marty  Bachman  has  been  named  managing 
editor  of  Western  Newspapers’  Palo  Verde 
Valley  Times  and  Quartzsite  Times.  He 
comes  to  the  Times  newspapers  from 
a  sister  publication,  The  Daily  Miner, 
in  Kingman,  Ariz.,  where  he  worked 
the  sports  desk  as  a  writer,  photographer 
and  page  designer. 


BY  SHAWN  MOYNIHAN  NEWSPEOPLE@EDITORANDPUBLISHER.COM 

TEXAS 

Javier  Aldape 

Javier  Aldape,  32,  has  been  named  vice 
president  of  the  Fort  Worth  Star-Telegram. 

V  Aldape  joined  the  newspaper  in  January 

1999  as  publisher  of  the  Spanish-language 
newspaper  La  Estrella  (which  has  since 
'  become  a 


Debra  J.  Menin  has  joined  Parade  magazine 
as  vice  president/Los  Angeles  manager. 
She  is  responsible  for  overseeing  all  sales 
activity  in  Parade’s  Los  Angeles  office. 


FLORIDA 

Jeff  Levine  to  director  of  marketing 
of  Tribune  Company’s  Sun-Sentinel 
Company.  He  previously  served  as  the 
director  of  marketing  strategy/ services 
at  Newsday  in  Melville,  N.Y. 


daily  and  been  renamed 
MtKM  Diario  La  Estrella).  Prior  to  joining  the 
Star-Telegram,  he  served  as  managing  editor  for  El  Telegrapho 
in  Guayaquil,  Ecuador.  Aldape  remains  publisher  of  Diario 
La  Estrella,  and  serves  on  the  Star-Telegram’s  editorial  board. 


OHIO 

Martin  David  Goodwin  has  been  promoted 
to  editor  of  the  Middletown  Journal. 
Previously,  he  served  as  city  editor  of 
The  Star-Ledger  in  Newark,  N.J. 


mlMilS  \  FRMS 

mnsiiaNkws 


TEXAS 

Raul  Caballero,  to  managing  editor 
of  Diario  La  Estrella,  from  assistant 
editor.  Reporter  Adriana  Torrez  has  been 
promoted  to  features  editor.  Federico 
Drews  to  chief  copy  editor.  Previously, 
Drews  had  served  as  the  newspaper’s 
translator,  webmaster  and  copy  editor. 


pairing  naan 


National  Media,  Inc. 

has  sold 

The  Beach  Reporter 

(52,000  weekly  distribution) 

Palos  Verdes  (CA)  Peninsula  News 

( 1 0,000  weekly  distribution) 


VIRGINIA 
Jean  McNair  has  been  named  the 
Associated  Press’  news  editor  in  Virginia. 
She  is  currently  the  day  supervisor  in 
the  Richmond  bureau  for  AP. 


CALIFORNIA 

Debbie 

.  t  SI  to  publisher  of 
^  the  Palo  Verde 

Ip  jUBt  Valley  Times  in 
Blythe.  Previously,  she  was  the 
newspaper’s  general  manager. 


Copley  Press,  Inc. 

We  are  pleased  to  have  represented 
National  Media,  Inc.,  in  this  transaction, 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  5O5.82O.270O  FAX:  505. 820. 2,00 
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And  ours:  Minnesota’s  supreme  court  bares  its  contempt 
for  shield  laws  with  an  odious  ruling  against  Wally  Wakefield 


WHEN  THE  U.S.  Supreme 
Court  in  1972  ruled 
that  reporters  could  be 
compelled  to  disclose 
their  confidential  sources  to  grand  juries, 
Minnesota  legislators  wasted  little  time 
in  passing  a  sweeping  shield  law  they 
named  the  Free  Flow  of  Information  Act. 
Lawmakers  declared  their  intention 
clearly:  “In  order  to  protect  the  public 
interest  and  the  free  flow  of  information, 
the  news  media  should  have  the  benefit 
of  a  substantial  privilege  not  to  reveal 
sources  of  information  or 
to  disclose  unpublished 
information.” 

In  the  30  years  since, 
the  legislature  has 
remained  true  to  that 
original  vision,  and  has 
amended  the  law  only 
to  strengthen  it. 

Many  Minnesotans, 
then,  were  no  doubt 
shocked  two  weeks  ago  to  discover 
they  had  elected  a  state  Supreme  Court 
majority  apparently  so  hostile  to  the  very 
notion  of  a  reporters  shield  law  that  it  is 
willing  to  twist  the  law  to  do  what  it  is 
intended  to  prevent  —  force  a  reporter 
to  name  confidential  sources. 

In  a  5-2  ruling,  the  court  ordered 
Wally  Wakefield,  a  sportswriter  for 
the  tiny  Maplewood  Review  weekly  in 
suburban  St.  Paul,  to  reveal  the  unnamed 
officials  quoted  in  a  1997  story  that  re¬ 
ported  that  a  local  high  school  football 
coach  had  been  fired  because  he  exposed 
players  to  his  temper  and  foul  language. 
The  coach  sued  the  school  district  and  its 
officials  for  defamation.  He  made  the 


dubious  claim,  refuted  by  numerous 
affidavits  already  filed,  that  his  case 
depended  on  the  73-year-old  Wakefield 
naming  his  sources.  Wakefield  refused, 
and  the  trial  judge  gave  him  a  choice: 
Cough  up  the  sources,  or  pay  a  $200  fine 
every  day  until  you  do. 

Twice,  a  Minnesota  appeals  court 
ruled  the  shield  law  protected  Wakefield, 
but  at  the  Supreme  Court,  Justice  Alan 
Page  showed  in  his  majority  opinion 
that  he  can  swat  aside  facts  and  the 
law’s  intentions  as  deftly  as  he  handled 
blockers  in  his  Hall  of 
Fame  pro  football  career. 
Writing  in  dissent,  the 
court’s  newest  justice, 
Helen  Meyer,  was 
appalled:  “The  majority 
applies  Minnesota’s  Free 
Flow  of  Information  Act 
to  deny  the  reporter  the 
First  Amendment’s  pro¬ 
tection,  even  though  the 
purpose  of  the  Free  Flow  Act  is  to  provide 
a  shield  against  disclosure  of  confidential 
sources  —  a  shield  that  was  intended  to 
give  more  protection  to  reporters  than  is 
available  under  the  First  Amendment.” 

As  the  case  makes  its  way  back  to  trial 
court  in  the  next  few  months,  Wakefield 
faces  another  agonizing  choice:  Appeal  to 
a  U.S.  Supreme  Court  that  may  be  just  as 
hostile  as  Minnesota’s,  or  face  ruinous 
fines.  Naming  sources,  the  sportswriter 
says,  is  not  an  option.  Minnesotans  do 
have  an  option,  though:  They  can  turn 
out  of  office  the  five  justices  who  do  not 
share  their  free-press  values  —  starting 
with  Alan  Page,  who  comes  up  for 
re-election  in  2004. 


Despite  what  the 
state  Supreme 
Court  says, 
Wakefield  says 
naming  sources 
is  not  an  option. 
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The  Dean  ship:  Unlikely 
Democratic  front-runner  (largely 
thanks  to  Web  organizing  and 
fund  raising)  meets  news  media 
Sept.  8  in  Washington,  D.C. 


Another  election 


season  is  here,  but  this 
time  around  will 


reporters  get  caught  in 
a  Web  of  their  own 
making? 


BY  JOE  STRUPP 


IT  SEEMED  LIKE  ANY 

other  conference  call 
scheduled  during  a 
presidential  campaign. 
At  precisely  1  p.m.  on 
Friday,  Sept.  12,  there  we  were, 
a  handful  of  news  scribes  linked 
via  cell,  cordless  and  handheld 
wireless  phone  connections.  At 
the  appointed  hour,  Joe  Trippi, 
campaign  manager  for  Gov. 
Howard  Dean,  welcomed  us  to 
the  live  phone  event,  ready  to 
make  his  pitch. 

But  there  was  one  unusual  aspect  to  this 
electronic  roundtable.  Trippi  was  not  there 
to  extol  his  candidate’s  vision  for  health 
care,  education,  or  even  foreign  relations. 
The  point  of  this  telephone  togetherness 
was  to  show  off  the  campaign’s  Web  site 
and  its  latest  organizing,  fund-raising,  and 
grassroots  networking  capabilities. 

“All  of  these  tools  work  to  bring  more 
people  into  the  political  process,”  Trippi 
told  the  reporters,  each  logged  on  to  the 
Web  site,  as  he  demonstrated  new  features 
aimed  at  letting  Dean  supporters  link 
to  one  another,  school  themselves  in  local 
organizing,  and  even  raise  money.  He  also 
bragged  that  more  than  350,000  support¬ 
ers  had  signed  up  through  the  online  page, 
with  150,000  contributing  money. 

The  Dean  conference  call  is  just  one 
example  of  how  the  Internet  has  fully 
bloomed  in  {continued  on  page  33} 


HEREW 
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Special  Advertising  Section  •  Suburban  Newspapers  of  America 
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Suburban  fMewspapers  of  America 


Dear  friends  and  associates  in  the  newspaper  industry, 

Welcome  to  the  third  annual  SNA/E&P  special  section.  Each  September  we  publish  this  section  to  let  the 
newspaper  industry  know  what's  going  on  with  suburban  and  community  newspapers  across  North  America. 

In  this  issue,  we  highlight  the  winning  newspapers  from  the  SNA  advertising  and  promotions  contest  as  well 
as  the  prestigious  Newspaper  of  the  Year  contest.  This  year  1 90  newspapers  competed  in  six  different  daily 
and  non-daily  circulation  categories  for  the  right  to  be  called  newspaper  of  the  year.  The  staff  at  the 
American  Press  Institute  conducted  the  judging  and  the  field  was  the  most  competitive  yet.  Many  of  the  win¬ 
ning  newspapers  were  interviewed  for  this  section  so  read  on  to  learn  their  secrets  to  success. 

This  week  we  will  be  conducting  our  largest  conference  of  the  year  -  the  SNA  Fall  Publishers'  and  Advertising  Directors' 
Conference  in  Chicago,  Illinois.  Approximately  200  attendees  will  gather  to  learn  from  major  retailers,  participate  in  member 
roundtables,  network  and  walk  away  with  lots  of  great  revenue-producing  ideas. 

Plans  are  also  finalized  for  the  two  remaining  conferences  of  the  year,  the  Circulation  Managers'  Conference  and  the  Classified 
Managers'  Conference.  Both  will  take  place  in  Philadelphia,  PA  during  the  first  week  of  November.  In  addition  to  many  sessions 
designed  to  increase  sales,  both  conferences  will  include  sessions  that  address  the  do  not  call  legislation.  Full  conference 
brochures  are  available  at  www.suburban-news.org. 

Finally,  our  efforts  with  major  advertisers  are  as  strong  as  ever.  Over  35  presentations  have  been  made  this  year  with  members 
and  the  SNA  staff.  From  SNA  days  at  NSA  Media,  to  group  meetings  with  TNN  to  individual  meetings  with  retailers  such  as 
Wal-Mart,  Kohls  and  The  Home  Depot,  we  remain  focused  on  helping  our  members  secure  more  major  and  national  account 
business.  As  a  result,  our  members  have  seen  increased  business  from  the  travel  category,  major  retailers  and  regional  accounts. 
Most  SNA  members  are  up  again  this  year  in  the  major  account  category  because  retailers  realize  what  we  have  known  all 
along  -  the  suburban  and  community  newspapers  in  this  country  offer  great  penetration,  desirable  demos  and  affordable  rates. 

For  more  information  about  any  of  these  topics  or  to  learn  more  about  membership  in  SNA,  please  don't  hesitate  to  contact  me  at 
(610)  361-9234  or  nancylanesna@aol.com. 

We  hope  you  enjoy  reading  about  our  association. 

Sincerely, 


Nancy  M.  Lane 

Executive  Director,  Suburban  Newspapers  of  America 


SNA  AT-A-GLANCE: 


Marketing 

•  35  major  account  calls  in  2003 

•  Belden  Study  research  for  enhanced  sales  presentations 

•  Free  member  conference  calls  to  discuss  local,  classified 
and  circulation  issues 

•  Major  account  directory  complete  with  over  85  pages  of 
contact  information 

Conferences 

•  4  major  conferences  each  year 

•  On-site  one-on-one  meetings  with  advertisers 

•  Well  known  and  respected  industry  speakers 

•  Timely  and  informative  workshops  and  sessions 

•  Participation  in  all  major  industry  conferences  including  NAA, 
SHRM,  RAC  and  EAAA 


Membership 

•  Over  2000  daily  and  weekly  newspaper  members 

•  39  new  members  in  2003  alone 

Communication 

•  Newsletters  to  inform  members  of  the  latest  industry  news  and  trends 

•  Electronic  forum  for  posting  questions  and  sharing  ideas 

•  Member  database  for  customized  mailings 

SCAN 

•  One  of  the  largest  classified  advertising  networks  in  North  America 

•  Over  $200,000  in  member  rebate  checks  issued  in  2003 

•  Discounted  member  rates  for  participating  newspapers 


Editing  the  Weekiy 
and  Community 
Newspaper 

Seminar  Date:  Feb.  3-7,  2004 
Early-Bird  Deadline:  Dec.  5,  2003 
Early-Bird  SNA  Tuition:  $770 

■  I  can't  imagine  how  I’ve  accomplished  anything 
before  this  seminar.  I  recommend  this  to 
anyor^e  in  a  newspaper  management  position. 
Wonderful  information. ..The  best  part  of  this 
whole  week  was  meeting  my  colleagues  and 
sharing  ideas.  Also,  it  was  great  to  see  I'm 
really  doing  things  right.  Thanks  for  the 
opportunities.  ’ 

-  Patti  M.  Clark,  Editor/General  Manager 
The  News-Herald,  Owenton,  Kentucky 


Management  of  the 
Weekiy  Newspaper 

Seminar  Date:  June  13-17,  2004 
Early-Bird  Deadline:  April  16,  2004 
Early-Bird  SNA  Tuition:  $810 

'  This  was  the  best  newspaper  experience  I  have 
had  in  14  years  of  newspapering—a  sure 
winner  for  anyone  who  attends.. .This  was  an 
outstanding  opportunity  to  converse  and 
interact  with  my  peers.  Great  ideas. " 

-  Martha  A.  Curran,  Generai  Manager 
Loudoun  Times-Mirror,  Leesburg,  Virginia 


Executive 

Deveiopment 

Program 

(for  community  markets) 

Seminar  Date:  Aug.  1-6,  2004 
Early-Bird  Deadline:  June  4,  2004 
Early-Bird  SNA  Tuition:  $2,268 

”  This  was  an  excellent  'crash  course’  on  news¬ 
paper  publishing.  It  reinforced  what  I  'thought' 
I  knew  and  opened  my  eyes  to  many  other 
things  I'd  never  thought  about.  * 

-  Stacy  Graning,  Publisher 
The  Messenger.  Troy,  Alabama 


American 
Press 
Institute 

THE  LEADERSHIP  PLACE 
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SUBURBAN  NEWSPAPERS  OF  AMERICA 


To  be  eligible  for  these  prices,  attendees  must  be 
registered  by  the  early-bird  deadline  and  payment 
must  be  made  no  later  than  four  weeks  prior  to  the 
start  of  the  seminar. 

More  information  on  these  and  other  API  seminars 
is  available  on  the  API  Web  site: 


www.americanpressinstitute.org 


www.americanpressinstitute.org/seminars 


API  and  SNA: 


Working 

Together 


to  Provide  the  Best  ROI 
in  Leadership.  Training 


The  American  Press  Institute  is  proud  to 
announce  its  partnership  for  2004  with 

Suburban  Newspapers  of  America. 

Now  SNA  members  can  get  10%  off  the 
tuition  cost  for  the  following  API  seminars, 
simply  by  registering  and  paying  through  SNA! 

Make  this  the  year  you 
invest  in  your  ieaders. 


..lafa.  , 


'Aifi’Ni. 
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The  economy  may  still  be  sputtering,  but  don't  tell  the  news¬ 
papers  in  America's  suburbs  and  rural  areas.  Despite 
many  challenges,  these  papers  are  managing  to  both  sur¬ 
vive  and  thrive. 

From  Enid,  Okla.,  to  Bayside,  N.Y.,  newspaper  readers  know 
that  community  dailies  and  weeklies  will  give  them  the  infor¬ 
mation  they  need,  from  Little  League  scores  to  in-depth  explo¬ 
rations  of  local  issues  to  roundups  of  what's  on  sale 
at  Lowe's. 

That's  right,  Lowe's,  one  of  the  largest  chains  in  the 
country,  is  a  big  patron  of  community  newspapers. 

National  retailers  are  realizing  that  major  metros 
aren't  the  only  way  to  reach  millions  of  Americans 
through  the  power  of  print. 

Sears,  Home  Depot,  Wal-Mart,  Kohl's,  and  Lowe's 
have  all  been  long-time  supporters  of  community 
newspapers,  and  experts  expect  more  retailers  to 
follow  suit.  "It's  definitely  an  up  category  for  our 
members,"  says  Nancy  Lane,  executive  director  of 
Suburban  Newspapers  of  America.  "Most  SNA 
members  are  experiencing  gains  in  the  major  accounts  area, 
and  most  of  them  have  been  for  the  past  five  years.  We  see 
that  trend  continuing  in  2003." 

But  the  art  of  suburban  newspapering  isn't  all  about  meeting 
the  needs  of  advertisers  based  thousands  of  miles  away.  As 
always.  Main  Street  stores  and  neighborhood  businesses  con¬ 
tinue  to  advertise  on  the  pages  of  community  papers.  In  some 
cases,  publishers  and  advertising  directors  are  having  to  boost 


Newspaper  of  the  Year 
Circulation  Class  A: 

Non-dailies  up  to 
1 0/000  circulation: 

1  st  Place/Newspaper  of  the  Year: 
Main  Line  Life,  Ardmore,  PA. 

Published  by:  Journal  Register 
Company 

It  wasn't  a  Philadelphia  story  you  might 
expect,  especially  in  the  pages  of  a 
v/eekly  serving  the  City  of  Brotherly 
Love's  well-to-do  suburbs.  Recently,  Main 
Une  Life  devoted  a  chunk  of  front-page  real  estate  to  a  story  on  med¬ 
ical  malpractice  insurance.  But  the  newspaper  wasn't  done.  Six 
more  articles  followed,  all  examining  how  rising  costs  were  forcing 
local  doctors  to  leave  town. 


page  counts  to  keep  up  with  all  the  demand  for  space  for  ads 
from  local  and  national  accounts. 

"Newspapers  are  just  now  catching  up  to  the  long-term  effect 
of  a  population  migration,"  says  Kevin  Wittman,  publisher  of 
the  Freehold,  N.j.-based  Greater  Media  Newspapers  and  a 
longtime  SNA  supporter.  "Many  people  moved  into  the  sub¬ 
urbs  and  took  their  metropolitan  readership  habits  with  them, 
but  those  newspapers  speak  less  and  less  to  their 
communities.  As  those  ties  to  the  metropolitan 
areas  diminish,  the  ties  to  local  newspapers  in 
their  many  different  forms  -  dailies,  paid  weeklies 
and  free  weeklies  -  just  grow." 

The  future  isn't  entirely  rosy,  however.  Like  all 
newspapers,  suburban  dailies  and  paid  weeklies 
are  worrying  about  possible  declines  in  circula¬ 
tion  as  the  federal  do-not-call  legislation  goes  into 
effect. 

Newspaper  competition  is  still  fierce  in  some  mar¬ 
kets,  and  advertising  has  not  recovered  every¬ 
where,  especially  in  the  recruitment  category. 

But  whatever  their  challenges  and  opportunities,  publishers, 
editors  and  ad  directors  have  a  place  to  turn  for  help: 
Suburban  Newspapers  of  America,  a  rapidly  growing  organ¬ 
ization  devoted  solely  to  their  needs. 

"We  are  a  real  leader  in  terms  of  our  programming,  the  con¬ 
tent  of  our  conferences,  and  our  willingness  to  go  out  and 
proactively  fulfill  the  needs  of  our  membership,"  Wittman  says. 
SNA  is  just  coming  into  its  renaissance." 

Traditionally,  small  weeklies  are  supposed  to  concern  themselves 
with  town  council  meetings,  school  news  and  garden  club 
fundraisers.  But  Main  Line  Life,  with  a  groundbreaking  mix  of 
local  news,  in-depth  coverage  and  jaw-dropping  graphics,  is  no 
traditional  weekly. 

"We  try  not  to  just  tell  a  story,"  said  editor  Warren  W.  Patton. 
"We  try  to  paint  it.  Given  that  our  readership  is  pretty  educated 
and  pretty  worldly,  we  wouldn't  exist  if  we  provided  the  same 
old,  same  old." 

The  paper's  seven-part  series  about  medical  malpractice  fits  into 
their  world  too,  he  said.  "It  really  struck  a  chord  in  the  commu¬ 
nity.  We  were  able  to  stimulate  a  lot  of  discussions.  A  commu¬ 
nity  forum  was  held,  and  legislators  took  notice."  It  was,  he  said, 
"an  issue  that  was  crying  out  to  be  explored."  Main  Line  Life  lis¬ 
tened  and  reaped  the  benefits  of  understanding  its  community. 


Kevin  Wittman,  Publisher  of  the 
Freehold,  NJ-  based  Greater  Media 
Newspapers 
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One  of  SNA's  major  missions  is  to  spread  the  word 
about  suburban  newspapers  to  national  advertisers. 
By  acting  as  both  an  advocate  and  a  one-stop 
resource  center  for  information,  SNA  helps  its  members  com¬ 
pete  against  their  metropolitan-market  cousins.  "SNA  gives 
you  the  tools  to  be  on  a  level  playing  field  in  dealing  with  ven¬ 
dors  and  advertisers,"  says  Nancy  L.  Green,  vice  president  for 
circulation  for  the  Lee  Enterprises  newspaper  chain.  This  year 
alone,  SNA  staffers  have  made  more  than  35  pre¬ 
sentations  in  a  "road  show"  spotlighting  the  associ¬ 
ation's  extensive  research  into  the  reading  and  buy¬ 
ing  habits  of  suburban  readers.  The  presentations 
bring  together  suburban  newspapers,  ad  agencies 
and  retailers. 

"In  2003  we've  made  more  presentations  and  have 
coordinated  more  group  meetings,  probably  triple 
the  amount  of  what  we'd  done  any  time  before," 
executive  director  Lane  says.  "Formats  for  these 
meetings  include  roundtable  discussions  with  major 
decision  makers  and  up  to  30  member  newspaper 
representatives  to  private  meetings  with  senior  man¬ 
agers  at  advertising  agencies  and  major  retailers.  This  year  we 
also  facilitated  a  test  program  with  Carlson  Wagonlit  Travel  in 
the  suburban  Detroit  market  that  generated  over  $2 1 ,000  in 
new  revenue  for  those  members  in  a  four-week  period.  It's 
been  a  very  exciting  year  for  us."  Among  other  things,  SNA 
showcases  the  results  of  a  2002  demographic  survey  it  com¬ 
missioned  at  a  cost  of  more  than  $  1 00,000. 

The  survey,  by  Belden  Associates  consulting  firm,  found  that  55 
percent  of  people  surveyed  said  they  turn  first  for  advertising 
information  to  a  suburban  or  community  newspaper.  The 


Newspaper  of  the  Year 
Class  B:  Non-Dailies, 

Circulation  10,001  -  22,500: 

1  st  Place/Newspaper  of  the  Year;  The  Peninsula 
Gateway,  Gig  Harbor,  WA.  Published  by 
Olympic  Cascade  Publishing  Company 
(McClatchy  Newspapers) 

If  you're  looking  for  a  great  newspaper  gig  at  one  of 
the  Northwest's  most  prestigious  weekly  newspapers, 
search  no  further  than  Gig  Harbor  in  Washington  state. 
"Community  journalists  who  want  to  work  for  one  of  the 
better  community  papers  in  the  nation  tend  to  be  interested  in  us," 
says  George  Le  Masurier,  editor  and  publisher  of  The  Peninsula 
Gateway,  which  has  offered  residents  a  uniquely  upbeat  per¬ 
spective  on  local  events  since  1917. 


household  incomes  and  education  levels  of  suburban  residents 
are  higher  than  other  neighborhoods  too. 

After  reviewing  the  research  and  hearing  about  the  opportuni¬ 
ties  waiting  in  community  newspapers,  the  agencies  and  retail¬ 
ers  go  back  to  their  offices  with  a  greater  understanding  of  the 
potential  in  suburban  markets. 

"SNA  provides  a  forum  for  key  agency  or  retail  executives  to 
reach  a  wide  audience  of  newspaper  members,"  says 
Gabrielle  Austin,  vice  president  of  Strategic  Print 
Marketing,  a  division  of  Newspaper  Services  of 
America  that  handles  The  Home  Depot,  a  major 
suburban  advertiser.  "That's  one  of  the  most  valu¬ 
able  assets  they're  able  to  provide.  If  we're  inter¬ 
ested  in  a  multi-market  type  of  project,  they're  able 
to  coordinate  that  on  our  behalf."  Like  Home 
Depot,  Lowe's  too  has  learned  the  value  of  reach¬ 
ing  citizens  where  they  live.  The  home  improvement 
company  has  made  inroads  into  suburban  news¬ 
papers  in  many  regions,  especially  Chicago  and 
St.  Louis. 

"What  it  comes  down  to  is  that  we're  looking  for  zip  code  pen¬ 
etration,"  says  Stephanie  Stanton  of  The  Newspaper  Network 
(TNN),  the  print  ad  agency  for  Lowe's.  "It's  not  so  much 
whether  it's  a  daily,  whether  it's  paid  or  free.  It's  how  effec¬ 
tively  they  cover  the  trade  areas  of  our  stores." 

With  the  help  of  SNA,  small  newspapers  are  able  to  spread 
the  word  about  their  market  penetration  to  retailers  like  Lowe's. 
"They've  been  very  helpful  in  getting  our  message  across, 
especially  in  recent  years,"  says  Tom  Bradlee,  president  and 
chief  executive  officer  of  Chesapeake  Publishing  in  Elkton,  Md. 
"They've  been  doing  it  exceedingly  well." 

When  a  local  police  chief  shot  and  killed  himself  and 
his  wife,  for  example.  The  Peninsula  Gateway 
focused  on  helping  the  community  heal  instead  of 
simply  rehashing  the  horrible  details  of  the  crime. 

The  newspaper  also  examined  local  domestic  vio¬ 
lence  resources  and  spoke  to  survivors  of  abuse. 
"We  talked  to  individuals  who  had  been  through  this 
and  came  through  it  in  a  positive  way,"  Le  Masurier 
says. 

"Everything  we  do  needs  to  be  focused  on  making 
our  community  a  better  place  to  live.  We  don't  engage  in 
boosterism,  but  we  take  a  more  positive  approach." 


Nancy  Green,  \Ace  Preiident- 
Orculation,  Lee  Enterprises 
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MainLine' 
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Greece  Post 

Canandaigua, 
New  York 
Published  by: 
Messenger  Post 
Newspapers 


The  Wellesley 
Townsman 

Wellesley,  MA 
Published  by: 
Community 
Newspaper  Company 
(Herald  Media) 


The  Shawnee 
Lenexa  Sun 

Overland  Park,  KS 
Published  by: 

Sun  Newspapers 
(American  Community 
Newspapers) 


The  Evanston 
Review 

Evanston,  IL 
Published  by: 
Pioneer  Press 
(Hollinger 
International) 


The  Mason  / 
Deerfield 
Pulse-Journal 

Dayton,  OH 
Published  by: 

Cox  Ohio  Newspapers 


The  West  Chester  / 
Liberty 

Pulse-Journal 

Dayton,  OH 
Published  by: 

Cox  Ohio  Newspapers 
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2DD3  GENERAL  EXCEUENCE  / 
NEWSPAPER  OF  THE  YEAR  CONTEST 


I  hr  Siiburhan  C'las>.ifit(l  AdvcrtisHig  Network  (SCAN)  sjKjnsortil 
the  2<K)  1  ( icncr»l  k^xtrllcnir  /  Nrwspajrcr  of  thr  Year  Contest. 

lo  learn  more  about  ineinberships  in  SNA  or  to  participate  in  the 
SCAN  network,  tall  Nanty  Lane,  l.xetutivc  l>irecfor  at  fhlO)  161  *t2'$4. 

w\vw.siiburh;in-ncvvs.t>rjr  • 


Non-Dailies  Over  37,500  Circulation 


Dailies  up  to  25, 000  Circulation 


Dailies  Over  25,000  Circulation 
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The  Times  Herald 

Norristown,  PA 
Published  by: 

Journal  Register  Company 


South  Philly  Review 

Philadelphia,  PA 
Published  by: 
Review  Publishing 


Quad-City  Times 

Davenport,  lA 
Published  by: 

Lee  Enterprises,  Inc. 


Second  Place  Third  Place  Second  Place  Third  Place  Second  Place  Third  Pleee 


BBTlijunc 


StHTHIAsr  VIWOl  RI,VN 


mK  KRAMIANNI  R 
—  i)0irTai>itam«.ian  hmh 


PicUemi  the  pisoM 


SlARIXtM 


North  County  Times 

Escondido,  CA 
Published  by:  Lee 
Enterprises,  Inc. 


La  Crosse  Tribune 

La  Crosse,  Wl 
Published  by:  Lee 
Enterprises,  Inc. 


The  Call 

Woonsocket,  Rl 
Published  by:  Journal 
Register  Company 


Southeast 

Missourian 

Cape  Girardeau,  MO 
Published  by:  Rust 
Communications 


The  Liberal 

Newmarket,  Ontario 
Published  by: 
Metroland  Printing, 
Publishing  & 
Distributing,  Ltd.  - 
Torstar  Corporation 


The  Era  Banner 

Newmarket,  Ontario 
Published  by: 
Metroland  Printing, 
Publishing  & 
Distributing,  Ltd.  - 
Torstar  Corporation 
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SNA,  however,  isn't  only  concerned  about  retail  advertising. 
Its  Suburban  Classified  Ad  Network  (SCAN)  program  is 
expected  to  hit  the  $1  million  mark  this  year,  and  members 
should  receive  more  than  $200,000  in  rebate  checks  in  2003 
alone. 

Meanwhile,  SNA  has  been  busy  expanding  its  scope  to 
include  a  major  emphasis  on  circulation.  "We  offer 
free  member  conference  calls,  and  just  had  1 1 0 
members  on  a  circulation  managers  conference 
call  about  the  upcoming  do-not<all  regulations," 
says  executive  director  Lane.  "You'll  see  a  lot  more 
attention  to  the  circulation  side  of  the  business. 

Everyone  is  looking  for  help  and  solutions,  and 
hoping  to  learn  from  what  others  are  doing.  We're 
in  a  unique  position  to  collect  that  information  and 
share  it." 

Thanks  to  SNA,  newspaper  leaders  can  even  get 
advice  without  picking  up  the  phone.  "We  have  an 
active  program  where  publishers  and  department 
heads  can  use  our  common  SNA  platform  to  query  other  mem¬ 
bers  about  solving  problems  or  tackling  issues  they  have  on  the 
local  level,"  Wittman  says.  "As  a  publisher,  I  can  tell  you  that's 


invaluable.  Solving  a  problem  by  yourself  in  a  unique  way  is 
not  always  the  best  way  to  go." 

At  the  center  of  SNA's  efforts  are  its  annual  conferences, 
which  bring  together  a  variety  of  suburban  newspapers 
for  brainstorming,  idea  exchanges  and  networking. 
Conference  attendance  doubled  at  the  Spring  Publishers' 
Conference  earlier  this  year,  and  the  upcoming  Fall 
Conference  will  record  a  double  digit  increase 
over  last  year's  record  attendance. 

"You  get  a  lot  of  sharing  back  and  forth,  and  the 
quality  of  the  programs  is  just  excellent,"  says 
Bradlee,  the  Maryland  publisher.  "We've  come 
away  with  a  better  understanding  of  ways  to 
grow  our  classified  sections,  auto,  real  estate, 
and  help  wanted,  along  with  a  number  of  really 
good  special  section  ideas." 

SNA's  showpiece  meeting,  the  2003  Fall 
Publishers'  &  Advertising  Directors'  Conference, 
will  be  held  at  the  Hyatt  Regency  Chicago  from 
Sept.  28-Oct.  1 .  Seminars  will  focus  on  topics  including  com¬ 
munity  newspaper  websites,  travel  advertising  and  sales  pre¬ 
sentations.  Among  the  guest  speakers  will 
be  newspaper  consultant  Gary  Moore, 
president  of  Insight  Edge;  Scott  Harding, 
chairman  and  CEO  of  Newspaper 
Services  of  America;  and  Matt  Spahn, 
director  of  media  planning  &  marketing 
budgets  for  Sears,  Roebuck  &  Co. 

A  bit  more  than  a  month  later,  SNA  will 
hold  its  first-ever  Circulation  Managers' 
Conference  at  the  Park  Hyatt  Philadelphia 
at  the  Bellevue  from  Nov.  4-5.  Speakers 
will  include  Joe  Salomone,  director  of  pub¬ 
lisher  relations  for  the  Audit  Bureau  of 
Circulation,  and  Nancy  L.  Green,  vice 
president  of  circulation  at  Lee  Enterprises. 
The  circulation  conference  will  be  fol¬ 
lowed  immediately  by  a  Classified 
Advertising  Managers'  Conference  at  the 
same  location  from  Nov.  5-7.  Seminars 
will  tackle  online  auctions,  new  ideas  in 
the  automotive  category,  legal  advertising 
threats  and  opportunities,  recruitment 
agency  roundtables,  real  estate  changes 
and  much  more.  (For  the  complete 
brochure,  visit  the  SNA  website  at; 
vww/.  su  bu  rba  n-news.  org . ) 
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Newspaper  of  the  Year 

Class  C:  Non-DailieS/ 

Circulation  22/501*  37/500: 

1  st  Place/Newspaper  of  the  Year; 

The  Gazette  -  Germantown  edition 
Germantown,  MD 
Published  by: 

Post-Newsweek  Medio 

There's  zoning,  and  then  there's  ultra-zoning. 

Exhibit  A:  The  Gazette  newspapers  in  suburban  Maryland. 
This  free  chain  of  weeklies  has  nearly  40  editions  in  three 
counties,  supported  by  an  editorial  staff  of  225. 

But  don't  assume  that  the  various  Gazettes  are  carbon 
copies  of  each  other. 

"They  all  have  individualized  news  coverage,"  says  Jack 
Murphy,  vide  president  for  editorial  for  Post-Newsweek 
Media,  which  owns  the  chain.  "The  secret  of  our  success 
has  been  very  strong,  very  local  editorial  coverage.  We  try 
to  relate  our  papers  to  specific  communities." 

To  that  end,  each  edition  publishes  its  own  local  news 
report,  along  with  regional  news,  a  business  section,  an 
arts  and  entertainment  section,  and  more.  "Here's  a  week¬ 
ly  that  doesn't  pretend  it's  a  daily,"  raved  the  SNA's 
judges.  Murphy  encourages  his  sprawling  staff  to  remem¬ 
ber  the  mission  of  community  newspapers.  "As  much  as 
anything,  it's  an  attitude  that  we  bring  to  the  paper,"  he 
says.  "I  came  out  of  metro  dailies,  where  if  somebody  calls 
up  and  wants  to  get  something  in  the  paper,  most  of  the 
time  you  try  to  figure  out  ways  to  tell  them  no.  I  tell  the  edi¬ 
tors  to  try  to  figure  out  ways  to  say  yes." 

A  major  topic  at  the  circulation  managers  conference  will  be 
the  federal  do-not-call  legislation,  which  allows  citizens  to  keep 
telemarketers  from  calling  their  homes.  Newspapers  rely  heav¬ 
ily  on  telemarketers,  and  circulation  managers  are  bracing  for 
the  potential  damage  to  subscription  numbers.  "With  the 
impact  of  the  new  regulations  that  go  into  effect  Oct.  1 ,  it's 
going  to  be  a  very  challenging  year,"  Green  says.  "A  lot  of 
newspapers  are  unprepared  for  the  breadth  and  depth  of  com¬ 
pliance.  There  are  such  detailed  requirements  at  every  step  of 
the  way  in  terms  of  outbound  telemarketing,  the  relationships 
you  have  with  your  current  customers,  the  compliance  regula¬ 
tions,"  Green  says.  She  adds:  "It's  very  detailed,  very  compli¬ 
cated.  This  will  impact  how  we  sell  newspapers  dramatically  at 
least  through  the  next  six  to  eight  months.  That's  going  to 
impact  subscriber  numbers." 


Green  plans  to  give  newspaper  circulation  folks  a  primer  on 
how  to  handle  the  nocall  challenge,  but  that  won't  be  the  only 
topic  during  her  keynote  presentation.  "I'll  be  talking  about 
leadership  and  the  things  that  are  working  for  newspapers  to 
build  and  grow  readership." 

At  the  top  of  her  list  will  be  the  implementation  of  the  sugges¬ 
tions  offered  by  the  Readership  Institute  three  years  ago.  Green 
says.  "There  are  over  200  newspapers  that  have  been  doing 
some  pretty  exciting  things." 

Multiply  that  number  by  1 0  and  you'll  understand  the  scope 
of  SNA:  2,000  weeklies  and  dailies  working  to  reach  the  cut¬ 
ting  edge  of  the  newspaper  business.  "Our  activity  on  behalf 
of  members  and  among  members  is  at  an  all-time  high,"  says 
Wittman,  the  New  Jersey  publisher.  "I  really  feel  great  about 
this  organization." 

Judging  by  SNA's  growth  -  more  than  40  new  members  in 
2003  alone  -  Wittman  has  plenty  of  company. 


Newspaper  of  the  Year 
Class  D:  Non-Dailies 
Over  37/500  Circulation: 

1  st  Place/Newspaper  of  the  Year: 
South  Philly  Review, 

Philadelphia,  PA. 

Published  by:  Review  Publishing 
In  the  newspaper  world,  a  little  bit  of 
diversity  can  be  quite  a  bit  scary. 
How  many  publishers  would  want  to  take  on  the  challenge  of 
serving  a  tiny,  jam-packed  urban  neighborhood  that's  home  to 
countless  races,  religions  and  nationalities? 

The  South  Philly  Review  doesn't  think  twice  about  the  hurdles  it 
faces.  This  free  weekly  newspaper  serves  its  community  with  a 
passion  and  a  devotion  to  getting  names  and  faces  into  print. 
It  even  manages  to  offer  three  advertising-zoned  editions  in  its 
circulation  area,  which  is  just  three  miles  across.  Unusual  fea¬ 
tures  include  the  heavy  emphasis  on  paid  ads  about  good 
news  like  birthday  parties  and  the  obituary  section's  giant  pho¬ 
tos,  which  range  from  one  column  by  four  inches  to  three 
columns  by  eight  inches. 

Philadelphia's  daily  newspapers  compete  with  the  64,000 
copies  of  the  Review  distributed  each  week,  but  Publisher  John 
C.  Gallo  doesn't  worry  too  much  about  them.  "The  fact  is  that 
they  really  overlook  the  local  stuff  we  do,"  he  says.  "We  cover 
local  news  on  a  regular  basis,  with  angles  they  would  never 
think  about  taking." 
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CONGRATULATIONS 


CIRCULATION  CLASSES 

NON-DAILY 
Class  A -Up  to  15,000 
Class  B  - 15,001-35,000 
Class  C- 35,001-65,000 
Class  0  -  Over  65,000 

DAILY 

Class  E- Under  25,000 
Class  F- Over  25,000 


21st  Century  Newspapers.  Inc. 

The  Macomb  Daily,  Mt.  Clemens,  Ml 
Total  Awards:  3 

Add  lnc./CNI  Newspapers 

New  Berlin,  Wl 

Total  Awards:  7  (Including  the  following  1st 
place  entries) 

Best  General  Interest  Promotion  Special 
Section,  Holiday  How  To,  Class  B 

Best  New  Special  Advertising  Section 
(ROP  and/or  Classified),  All  Star  Visitor's 
Guide,  Class  C 


American  Community  Newspapers, 
LLC  (Sun  Publications) 

Overland  Park,  KS 

Total  Awards:  4  (Including  the  following  1st 
place  entries) 

The  Sun 

Best  Single  ROP  Ad  (Two  or  More  Colors), 
Salon  Bliss  (2/13  issue).  Class  D 

Antelope  Valley  Newspapers,  Inc. 
Total  Awards:  4  (Including  the  following  1st 
place  entries) 

Antelope  Valley  Press,  Palmdale,  CA 
Best  Classified  Special  Section, 

2003  New  Vehicle  Preview, 

Classes  E  &  F  Combined 

APS  Westward  Communications, 
Inc.  (Houston  Community 
Newspapers) 

Total  Awards:  3  (Including  the  following  1st 
place  entries) 


The  Villager,  The  Woodlands,  TX 
Best  Cover  Design,  The  Answer  Book, 
Class  B 


TO  ALL  WINNERS! 


Best  Single  ROP  Ad  (Two  or  More  Colors), 
Cheryle  Sanderson  Ad,  Class  B 

Capital-Gazette  Communications 
Total  Awards:  7  (Including  the  following  1st 
place  entries) 

The  Capital,  Annapolis,  MD 

Best  Single  Black  &  White  Classified  Ad, 

NCAMA  Awards,  All  Classes  Combined 

Best  Single  Black  &  White  ROP  Ad,  Fly 
Tying  Demonstration,  Class  F 

Chesapeake  Publishing  Corporation 
Total  Awards:  14  (Including  the  following 
1st  place  entries) 

Cecil  Whig,  Elkton,  MD 
Best  Shopping  Area  Promotion  Special 
Section,  Put  Your  Business  Dn  The  Map, 
Classes  E  &  F  Combined 

Best  Signature  Page  or  Signature  Section, 
Why  I  Love  America,  Class  E 

Best  Single  ROP  Ad  (Two  or  More  Colors), 
The  Presidents  of  the  United  States,  Class  E 

The  Star  Democrat,  Easton,  MD 
Best  General  Interest  Promotion  Special 
Section,  Waterfowl  Festival,  Class  E 

Best  Single  Classified  Ad  (Two  or  More 
Colors),  John  Jelich,  Class  E 

Community  Newspaper  Holdings,  Inc. 
Total  Awards:  9  (Including  the  following  1st 
place  entries) 

Kokomo  Tribune,  Kokomo,  IN 
Best  Real  Estate  or  Homes  Publication 
(Niche  Product),  Welcome  Home  Apartment 
Guide,  All  Classes  Combined 

Concord  Publishing  (Rust 
Communications) 

Total  Awards:  2  (Including  the  following  1st 
place  entries) 


East  Hampton  Independent, 

East  Hampton,  NY 

Best  Classified  Advertising  Section, 

Halloween  Safety  Checklist,  Class  A 

Best  Single  Classified  Ad  (Two  or  More 
Colors),  Chrisbne  John,  Classes  A-D  Combined 

East  Hampton  Star,  Inc. 

Total  Awards:  5  (Including  the  following  1st 
place  entries) 

East  Hampton  Star,  East  Hampton,  NY 
Best  Homes  Publication  or  Homes  Special 
Section,  Homebook,  Class  A 

1st  place-tie.  Best  Single  Black  S  White 
ROP  Ad,  BookHampton,  Class  A 

Greater  Media  Newspapers 
Freehold,  NJ 
Total  Awards:  4 

Herald  Media,  Inc.  (Community 
Newspaper  Company) 

Needham,  MA 

Total  Awards:  8  (Including  the  following  1st 
place  entries) 

Best  Employment  Publication  (Niche 
Product),  Jobfind,  All  Classes  Combined 

Cambridge  Tab,  Brookline  Tab, 

Concord  Journal 

Best  Ad  Series,  The  Gatehouse 
Contemporary  Crafts,  Class  D 

Needham  Times,  Best  Ad  Series, 

Nigohsian  Carpet  &  Rug  Company, 

Class  B 

The  Concord  Journal 

Best  New  Special  Advertising  Section 
(ROP  and/or  Classified),  Concord  75th 
Anniversary,  Class  A 

Holden  Landmark  Corporation 
Holden,  MA 
Total  Awards:  4 


Daily  Local  News,  West  Chester,  PA,  Best 
Homes  Publication  or  Homes  Special  Section, 
Homes  Magazine,  Classes  E  &  F  Combined 

Litchfield  County  Times,  New  Milford,  CT 
Best  ROP  Advertising  Section,  LCT 
Magazine,  Classes  A,  B  &  C  Combined 

Best  Shopping  Area  Promotion  Special 
Section,  Welcome  to  Bethel,  The  Official 
Guide,  Class  A 

Main  Street  News,  Essex,  CT,  Best  Cover 
Design,  Newcomers  Guide,  Class  A 

Minuteman  Newspapers,  Westport,  CT, 
Best  General  Interest  Promotion  Special 
Section,  Lockwood-Mathews  Mansion 
Museum  Antique  Show  2002,  Class  C 

Taconic  Press  Newspapers,  Millbrook,  NY 
Best  General  Interest  Promotion  Special 
Section,  Dutchess,  Class  A 

Best  Public  Service/Community  Event 
Promotion,  Walk  America  2002,  Classes  A  & 
B  Combined 

The  Mercury,  Pottstown,  PA,  Best  Cover 
Design,  Eagles  Wrap,  Class  E 

The  News  Herald,  Willoughby,  OH 
Best  Advertising  Sales  Training  Materials, 
Advertising  Resource  Guide,  All  Classes 
Combined 

Best  ROP  Advertising  Section,  County  Kids, 
Classes  E  &  F  Combined 

The  Reporter,  Lansdale,  PA 

Best  Business  Publication  or  Business 

Special  Section,  Business  Outlook,  Class  E 

Best  Single  Black  &  White  ROP  Ad, 
George's  Tool  Rental,  Class  E 

The  Trentonian,  Trenton,  NJ,  Best 
Classified  Advertising  Section,  Our 
Community,  Classes  E  &  F  Combined 
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Independent  Newspapers,  Inc. 
Phoenix,  AZ 
Total  Awards:  3 

Journal  Register  Company 
Total  Awards:  47  (Including  the  following 
1st  place  entries) 


Lee  Enterprises,  Inc. 

Total  Awards:  33  (Including  the  following 
1st  place  entries) 

Albany  Democrat  Herald  &  Corvallis 
Gazette  Times,  Albany/Corvallis,  OR 
Best  Classified  Promotion,  Want  Money  In 
Your  Pockets?,  Classes  E  &  F  Combined 


HomeTown  Communications  Network 
Total  Awards:  7  (Including  the  following 
1st  place  entries) 


Livingston  County  Daily  Press  8i  Argus, 

Howell,  Ml,  Best  Public  Service/ 
Community  Event  Promotion,  Relay  for  Life, 
Classes  E  &  F  Combined 


2nd  Place-tie,  All  Classes  Combined,  Best 
Parenting  Publication  (Niche  Product) 


Southeast  Missourian,  Cape  Girardeau,  MO 
Best  Ad  Series,  2003  Classified  Ad  Series, 
Class  E 


Best  Kids  Publication  (Niche  Product), 
Southeast  Missourian  Jr.,  All  Classes 
Combined 


Eagle  Newspapers 

Central  New  York  Employment  Guide, 
Syracuse,  NY 

Total  Awards:  1 


Imprint  News-Gamer  Publications, 

Bristol,  CT,  1st  place-tie.  Best  Real 
Estate  or  Homes  Publication  (Niche 
Product),  Castles  and  Cottages, 

All  Classes  Combined 


The  Central  Record,  Medford,  NJ, 

1st  place-tie.  Best  Single  Black  &  White 
ROP  Ad,  Sherwood  Dog,  Class  A 


East  Hampton  Independent  News 
Company,  Inc. 

Total  Awards:  4  (Including  the  following  1st 
place  entries) 
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Best  General  Interest  Promotion  Special 
Section,  Corvallis  Visitor  Guide,  Class  F 

Billings  Gazette,  Billings,  MT 

Best  Ad  Series,  A  Week  to  Remember,  Class  F 

Best  New  Special  Advertising  Section  IROP 
and/or  Classified),  Rediscover  Montana,  Class  F 

Herald  &  Review,  Decatur,  IL,  Best  Cover 
Design,  Limited  Edition,  Class  F 

La  Crosse  Tribune,  La  Crosse,  Wl,  Best 
Single  Classified  Ad  (Two  or  More  Colors), 
Saturn-Never  Forget,  Class  F 

North  County  Times,  The  Californian, 

Escondido,  CA,  Best  Advertising  Sales 
Promotional  Materials,  North  County 
Times  Media  Kit,  Classes  E  &  F  Combined 

Best  Graphically  Designed  Classified  Section, 
Classified  Section,  Classes  E  &  F  Combined 

BestDnIine  Promotion,  Online  Promotion, 
Classes  E  &  F  Combined 

Quad-Citv  Times,  Davenport  lA,  Best 
Business  Publication  or  Business  Special 
Section,  Quad-City  Business  Journal,  Class  F 

Rapid  City  Journal,  Rapid  City,  SD,  Best 
Single  ROP  Ad  (Two  or  More  Colors), 
Behrens  Wilson  Funeral  Home,  Class  F 

The  Bismarck  Tribune,  Bismarck,  ND,  Best 
Signature  Page  or  Signature  Section,  Honor 
Roll  of  Business,  Class  F 

The  Times  and  Democrat  Orangeburg,  SC, 
Best  New  Special  Advertising  Section  IROP 
and/or  Classified),  Our  Way  of  Life,  Class  E 

Liberty  Suburban  Chicago 
Newspapers 

Suburban  Life,  Press  Publications,  Oakbrook,  IL 

Total  Awards:  1 

Lower  Mainland  Publishing,  Ltd., 
Van  Net  Newspapers  (Now 
Newspapers  LTD) 

Total  Awards:  4  (Including  the  following  1st 
place  entries) 

Burnaby  Now,  Burnaby,  BC,  Best  New 
Special  Advertising  Section  (ROP  and/or 
Classified),  Design  An  Ad,  Class  0 

The  Record,  New  Westminster,  BC,  Best 
New  Special  Advertising  Section  IROP 
and/or  Classified),  Design  An  Ad,  Class  B 


Messenger  Post  Newspapers 
Canandaigua,  NY 

Total  Awards:  8  (Including  the  following  1st 
place  entries) 

Best  Classified  Promotion,  Classified 
Promotion,  Classes  A,  B  &  C  Combined 

Brighton  Pittsford  Post 

Best  Ad  Series,  Ashton  Place,  Class  A 


Best  Single  ROP  Ad  (Two  or  More  Colors), 
Soho  Salon,  Class  A 

Observer  Publishing  Company 
McMurray,  PA 
Total  Awards:  2 

Olympic  Cascade  Publishing 
Gig  Harbor,  WA 
Total  Awards:  2 

2nd  Place,  Class  A,  Best  New  Special 
Advertising  Section  (ROP  and/or  Classified) 


Patuxent  Publishing  Company 
Total  Awards:  13  (Including  the  following  1st 
place  entries) 

Best  Internal  Communication,  Internal 
Internet  Campaign,  All  Classes  Combined 

Howard  County  Times  8i  Columbia  Flier, 

Columbia,  MD,  Best  Single  ROP  Ad  (Two  or 
More  Colors),  Eurostyle  Imports,  Class  C 

Howard  County  Times,  Columbia,  MD,  Best 
Single  Black  &  White  ROP  Ad,  The  Howard 
County  Telephone  Directory,  Class  B 

Press  Publications 

White  Bear  Lake,  MN 

Total  Awards:  2  (Including  the  following  1st 

place  entries) 

White  Bear  Press,  Best  Homes  Publication 
or  Homes  Special  Section,  Fall  Homes  2(K)2, 
Classes  B  &  C  Combined 

Pulitzer,  Inc. 

Ladue  News,  St.  Louis,  MD 

Total  Awards:  2 

Review  Publishing 

Total  Awards:  3  (Including  the  following  1st 

place  entries) 

Atlantic  City  Weekly,  Pleasantville,  N  J 
Best  Ad  Series,  Giovanni  &  Piieggi,  Class  C 

Best  Single  Black  &  White  ROP  Ad, 

Primrose  Florist  Class  C 

Shaw  Newspapers 

Total  Awards:  1  (Including  the  following  1st 

place  entries) 

Northwest  Herald,  Crystal  Lake,  IL,  Best 
Promotion  to  Build  Circulation  and/or 
Readership,  Northwest  Territory  Campaign, 
All  Classes  Combined 

Shore  Publishing 

The  Guilford  Courier,  Madison,  CT 

Total  Awards:  1 

Suburban  News  Publications 
The  Westerville  News  and  Public  Dpinion, 
Columbus,  OH 

Total  Awards:  1 

Sun  New^apers 
Cleveland,  OH 

Total  Awards:  11  (Including  the  following  1st 
place  entries) 

Best  Public  Service/Community  Event 
Promotion,  Families  Reading  Together,  Class  D 


Best  Classified  Promotion,  World  Series  of 
Employment  Class  D 

Sun  Courier,  Parma  Sun  Post  Cleveland,  OH 
Best  Classified  Special  Section,  Careers, 
Educations  &  Employment  Classes  A-0 
Combined 

The  Gazette 

Total  Awards:  15  (Including  the  following  1st 
place  entries) 

(Gaithersburg,  Germantown,  Rockville, 
Potomac  8i  Bethesda  editions), 
Gaithersburg,  MD 
Best  Single  Black  &  White  ROP  Ad, 
finewine.com,  Class  D 

JobSource  on  Gazette.Net  Gaithersburg, 
MD,  Best  Online  Promotion,  JobSource  on 
Gazette.Net  Classes  A-D  Combined 

The  Business  Gazette,  Gaithersburg,  MD, 
Best  Business  Publication  or  Business 
Special  Section,  Market  Facts  2003,  Class  B 


Southern  Maryland  Newspapers 
Calvert  Recorder,  Prince  Frederick,  MO, 
Best  Business  Publication  or  Business 
Special  Section,  Calvert  Chamber  Directory, 
Class  A 

Maryland  Independent  Waldorf,  MO,  Best 
Signature  Page  or  Signature  Section,  Carol 
&  Coloring  Book,  Class  B 

The  Princeton  Packet,  Inc. 

Packet  Talk,  Princeton,  NJ 
Total  Awards:  1 

ThisWeek  Community  Newspapers 
Total  Awards:  9  (Including  the  following  1st 
place  entries) 

Best  Cover  Design,  Home  Living,  Class  D 

Best  Graphically  Designed  Classified 
Section,  Classified  Section,  Classes  C  &  D 
Combined 

Best  Homes  Publication  or  Homes  Special 
Section,  Home  Living,  Class  D 

Columbus  Parent  Columbus,  OH 

Best  Cover  Design,  Columbus  Parent  Class  C 

Best  Parenting  Publication  (Niche  Product), 
Columbus  Parent  All  Classes  Combined 

Times  Community  Newspapers 
Total  Awards:  5  (Including  the  following  1st 
place  entries) 

Best  Advertising  Sales  Promotional 
Materials,  Media  Kit  Classes  A-D  Combined 

Loudoun-Times  Mirror,  Leesburg,  VA,  Best 
Graphically  Designed  Classified  Section, 
Classified  Section,  Classes  A  &  B  Combined 


TimesLedger  Newspapers 
Bayside,  NY 
Total  Awards:  5 

Torstar  Corporation  (Metroland 
Printing,  Publishing  &  Distributing 
Ltd.) 

Total  Awards:  28  (Including  the  following  1st 
place  entries) 

Ajax  Pickering  News  Advertiser,  Ajax,  ON, 
Best  Public  Service/Community  Event 
Promotion,  @  Your  Library,  Class  C 

Brampton  Business  Times,  Brampton,  ON, 
Best  Signature  Page  or  Signature  Section, 
Mayor  Fennells  Adopt-A-School  Program, 
Class  A 

Durham  Region  Media  Group,  Oshwa,  ON, 
Best  Automotive  Publication  (Niche 
Product),  Durham  Wheels,  All  Classes 
Combined 

News  Advertiser,  Ajax,  ON,  Best  Classified 
Advertising  Section,  Community  Guide, 
Classes  B,  C  &  D  Combined 

The  Mississauga  News,  Mississauga,  ON 
Best  General  Interest  Promotion  Special 
Section,  Welcome  Home,  Class  0 

Best  ROP  Advertising  Section,  Good  Life, 
Class  D 

Best  Shopping  Area  Promotion  Special 
Section,  One  to  One,  Class  D 

The  Oakville  Beaver,  Oakville,  ON 
Best  Business  Publication  or  Business 
Special  Section,  @  Work,  Classes  C  &  0 
Combined 

Best  Shopping  Area  Promotion  Special 
Section,  Downtown  Oakville,  Classes  B  &  C 
Combined 

Best  Signature  Page  or  Signature  Section, 
Big  Sisters  Bear-ly  Dressed,  Class  C 

This  Week  Newspapers,  Oshawa,  ON,  Best 
Signature  Page  or  Signature  Section, 
Christmas  Carol  Book  2002,  Class  0 


REPRESENTING  OVER 
2,000  NEWSPAPERS 
IN  NORTH  AMERICA 

Amaica's  RfSt  Kaitl  in 

/Imr  rial  's  Rest  .Min  icts. 


rile  Suburban  Classified  /Vdvertising 
Network  (SC'AN)  sponsored  the 
200.3  Advertising  &  Promotions  Contest. 

To  learn  more  about  memberships  in 
SNA  or  to  participate  in  the  SCAN 
network,  call  Nanc-v  l.ane,  K.xecutive 
Director  at  (610)  ,361-9234. 

w\\'\v.suburbiin-ne\vs.org^ 
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NEWSPAPER  OF  THE  YEAR 
Class  E: 

Dailies  Up  to  25/000  circulation: 

1  st  Place/Newspaper  of  the  Year: 

The  Times  Herald,  Norristown,  PA. 
Published  by:  Journal  Register 
Company. 

Even  though  it's  virtually  unknown 
nationally,  Norristown,  Penn.,  has 
plenty  to  brag  about.  It's  the  hometown 
of  baseball  heroes  Tommy  Losordo  and  Mike  Piazza.  And  its 
daily  newspaper.  The  Times  Herald,  has  been  hitting  home 
runs  since  revolutionary  times. 

"We  have  a  huge  history.  We  were  published  through  the 
life  of  every  American  president,"  says  publisher  William  T. 
Murray.  "It's  great  to  have  that  heritage  behind  you.  That's 
phenomenal." 

But  The  Times  Herald,  which  claims  to  be  the  country's  1 2th 
oldest  newspaper,  isn't  stuck  in  the  past.  It  has  brand-new 
presses,  recently  won  an  award  for  color  reproduction,  all 
while  preserving  its  focus  on  local  news. "Our  emphasis  is  on 
the  municipalities, 
the  local  schools, 
the  political  devel¬ 
opments  and  eco¬ 
nomics  of  the 
region,"  Murray 
says.  The  newspa¬ 
per,  which  recently 
published  a  whop¬ 
ping  40-page  spe¬ 
cial  section  on  the 
best  of  "Montgo" 

(Montgomery 
County),  couldn't 
be  as  successful 
without  its  hard¬ 
working  staff, 

Murray  says.  "We 
do  what  we  get 
paid  to  do,  to 
increase  reader- 
ship  and  increase 
results  for  the 
advertisers  as 
well." 


Class  F:  Dailies  Over  25/000 
circulation: 

First  Place/Newspaper  of  the  Year: 
Quad-City  Times,  Davenport,  Iowa. 
Published  by:  Lee  Enterprises,  Inc. 

Considering  its  target  readership,  you 
might  think  the  Quad-City  Times  would 
be  struggling  in  these  days  of  layoffs.  In 
the  heart  of  the  Midwest,  straddling  both 
Iowa  and  Illinois,  the  newspaper's  market 
covers  a  largely  industrial  area  with  plenty  of  factories  mak¬ 
ing  everything  from  aluminum  cans  to  tractors. 

But  the  Tmes  has  actually  grown  in  every  one  of  the  last  four 
auditing  periods,  and  Publisher  Michael  Phelps  thinks  he 
knows  why.  "We  have  a  relentless  focus  on  local  news,"  he 
soys.  "We  try  to  be  unabashedly  parochial  about  our  local 
interests."  In  one  of  its  most  unusual  features,  the  Times  offers 
a  regular  two-page  spread  -  including  a  section  front  -  of 
pictures  of  area  residents  enjoying  their  lives.  Some  of  the 
photos  are  taken  by  staff  photographers,  but  many  come 
straight  from  readers.  "They're  photos  that  people  take  of 

their  outings  to 
the  park  or  a  Girl 
Scout  trip," 

Phelps  said. 

The  Tmes  also 
has  started  run¬ 
ning  a  "Matter  of 
Record"  feature. 
"We  publish  lots 
of  agate  about 
virtually  every¬ 
thing  going  on  - 
bankruptcies, 
divorces,  proper¬ 
ty  transactions, 
tax  liens,  DBA  fil¬ 
ings,  new  busi¬ 
ness  permits," 
Phelps  soys.  "I 
happen  to 
believe  that's 
intensely  read." 

In  other  words, 
small  print  may 
lead  to  big  circu¬ 
lation  gains. 


SNA  ADVERTISING  DIRECTOR  OF  THE  YEAR 


Congratulations  Sandy  Then! 

Advertising  Director  -  Greater  Media  Newspapers 
Freehold,  New  Jersey 

Sandy  will  be  honored  at  the  SNA  Advertising  Awards  Banquet  on  Monday, 
September  29,  2003  at  the  Chicago  Culture  Center.  The  awards  banquet  takes 
place  during  the  SNA  Fall  Publishers'  and  Advertising  Directors’  Conference  to 
be  held  at  the  Chicago  Hyatt  Regency,  September  28-October  1. 
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Americafs  Best  Reuil  Sewspaprn  in  America’n  Best 
Markets.  Representing  2,000  ness  spapers  in  North  Amerit  n. 

The  Suburban  Classified  Advertising  Network  (SCAN)  sponsored  this  year's  contest  To  learn  more  about 
membership  in  SNA  or  to  parbcipate  in  the  SCAN  network,  call  Nancy  Lane,  Executive  Director  at  (610)  361-9234. 

www.suburban-news.org  >  < 


SYNDICATES 


Editors  try  to  cram  large-format  strip  into  their  Sunday  pages 


BY  DAVE  ASTOR 


Hundreds  of  feature  editors  are  wrestling 
with  a  cartoon  penguin. 

They’re  attempting  to  make  room  for  “Opus,” 
the  Sunday-only  comic  “Bloom  County”  creator 
Berkeley  Breathed  is  doing  for  the  Washington 
Post  Writers  Group  starting  Nov.  23  (E^P,  Sept.  15).  The  strip  has 
a  half-page  format  at  a  time  when  many  papers  —  in  an  effort  to 
save  on  newsprint  costs  —  crowd  three  comics  on  the  first  page 
and  five  on  the  inside  pages  of  the  Sunday  funnies. 

Among  the  papers  purchasing  “Opus”  front  page.  The  comics  previously  on  the 

so  far  is  The  Herald  in  Everett,  Wash.  bottom  of  the  front  page  will  run  inside 

Features  Editor  Melanie  Munk  said  “Opus”  at  a  smaller  size,  and  two  inside  comics 

will  appear  on  the  top  of  the  front  page  will  be  canceled. 

of  the  Herald ’s  Sunday  comics  section,  Munk  said  what  she  has  seen  of  “Opus” 

bumping  two  strips  to  the  bottom  of  the  makes  it  “totally  worth”  dropping  two 

_  .  comics  to  create  space  for  Breathed’s  new 

strip.  “We  purchased  it  as  soon  as  we  found 
out  it  was  available,”  she  said.  “I  think  it  will 
be  as  popular  as  ‘Bloom  County.”* 

City  and  Metro  Editors:  The  writers  Group  doesn’t  yet  have  an 

,  7.  „  ,  ,  estimate  01  how  many  clients  ‘Opus  will 

Leading  a  Reader-Driven  Newsroom  launch.  Editorial  Director/General 

(for  metro  markets)  Manager  Alan  Shearer  did  say  that  many 

Jdnuary  18—22,  2004  major-market  dailies  have  signed  on  and 

that  papers  “are  calling  us.” 

Location:  Reston,  VA  Another  client  is  The  Washington  Post. 

TuKion:  $1,225  “We’re  planning  to  run  ‘Opus,”*  said  Shirley 

Earty  bird  tuition;  $1,102  if  paid  by  M.  Carswell,  assistant  managing  editor 

November  21,  2003  of  news  administration  and  planning. 

Hotei/meai  package:  $850  “I  haven’t  quite  figured  out  how  I’m  going 

For  more  info  or  to  register,  visit:  to  do  it  yet,  but  it  will  probably  involve 

http:// americanpressinstitute.org/04/CityMetro  reducing  the  size  of  a  couple  of  strips  that 

Or  contact  Mary  Giick:  now  run.  I  don’t  anticipate  dropping 

Email:  mglick@americanpressinstitute.org  anything  right  now.” 

Many  papers  haven’t  decided  if  theyll 

M  American  buy  “Opus,”  or  even  seen  the  comic  yet 

Press  (the  Writers  Group  is  showing  it  to  editors 

Institute  only  in  person  to  prevent  samples  from 

THE  LEADERSHIP  PLACE  appearing  on  the  Internet).  But,  even  if  they 

purchase  Breathed’s  strip,  few  will  enlarge 


will  appear  on  the  top  of  the  front  page 
of  the  Herald ’s  Sunday  comics  section, 
bumping  two  strips  to  the  bottom  of  the 


City  and  Metro  Editors: 

Leading  a  Reader-Driven  Newsroom 

(for  metro  markets) 

January  18-22,  2004 

Location:  Reston,  VA 
TuKion:  $1,225 

Earty  bird  tuKlon;  $1,102  if  paid  by 
November  21,  2003 

Hotel/meai  package:  $850 
For  more  info  or  to  register,  visK: 

http://americanpressinstitute.org/04/CityMetro 
Or  contact  Mary  Click: 

Email:  mglick@americanpressinstitute.org 


M  American 
Press 
Institute 

THE  LEADERSHIP  PLACE 

www.americanpressinstitute.org  or  (703)  620-3611 


their  Sunday 
funnies. 

“We  would 
not  expand  our 
comics  section,” 
said  Dan  Nor¬ 
man,  deputy 
managing 
editor/features 
and  sports  at  the 
South  Florida 
Sun-Sentinel. 

“We  would  have 
shrink  comics 

Space:  the  penguin’s  frontier  ^iriher  or  get 
rid  of  comics 

people  like.”  This  will  be  a  tough  decision, 
because  Norman  believes  —  based  on 
Breathed’s  track  record  —  that  “Opus” 
is  “going  to  be  good.” 

Breathed  won  a  1987  Pulitzer  Prize  for 
“Bloom  County,”  which  ran  in  nearly  1,300 
papers  before  ending  in  1989-  He  also  did 
the  Sunday-only  strip  “Outland”  from  1989 
to  1995,  has  created  a  number  of  children’s 
books,  and  is  currently  working  on  a  film 
starring  Opus. 

Pam  Dinsmore,  assistant  managing 
editor  for  features  and  graphics  at  The 
Sacramento  Bee,  said  the  paper  would 
make  room  for  “Opus”  if  it  liked  it  enough. 
“It  certainly  needs  to  be  worth  a  half  page 
to  run  it  that  large,”  she  noted.  Dinsmore 
said  the  Bee  is  making  various  changes  in  its 
comics  section,  so  “Opus”  could  be  accom¬ 
modated  by  shrinking  some  other  strips. 

Also  waiting  to  see  “Opus”  this  month 
was  Sara  Frederick,  assistant  features 
editor  for  production  at  The  Miami  Herald. 
“We’re  not  opposed  to  running  something 
a  half  page,”  she  said,  recalling  that  the 
Herald  purchased  ‘The  Simpsons”  strip. 

“It  depends  how  good  it  is.” 

Other  large-format  comics  haven’t 
caused  many  papers  to  expand  their 
Sunday  sections.  ‘The  Simpsons”  was  a 
big  comic  from  the  beginning,  and  lost 
some  potential  sales  as  a  result.  And  when 
Bill  Watterson  started  a  big  Sunday  “Calvin 
and  Hobbes”  in  1992  after  more  than  six 
years  of  syndication,  most  clients  shrunk 
or  dropped  other  strips  or  used  a  tabloid 
half-page  “Calvin”  in  broadsheet  sections. 

“Newspapers  fit  in  ‘Calvin  and  Hobbes,’ 
and  theyll  fit  this  in,  too,”  Shearer  said  of 
the  comic  penguin’s  return.  il 

See  ‘Syndicate  World”  (http://www. 
editorandpublisher.com)  for  content 
that  didn’t  make  it  into  print. 
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r  -FEATURES  AVAILABLE- 

■ 

1 -ANNOUNCEMENTS- 

■ 

1  -EQUIPMENTS  SUPPLIES- 

■ 

|f  -INDUSTRY  SERVICES- 

HOLISTIC  HEALTH  &  FITNESS 

HOLISTIC  HEALTH  &  FITNESS  1/2  &  full 
page  tabloid  PDFs  or  text  with  graphics; 
Best-selling  authors,  celebrity  interviews, 
recipes  &  more!  For  free  sample,  call  New 
Living,  (800)  639-5484, 

_ MOVIE  REVIEWS _ 

MOVIE  REVIEWS  with  photos.  Video  Guide, 
Star  Interviews,  Book  &  Music  Reviews. 
Low  weekly  rates.  Cineman  Syndicate: 
(914)  967-5353  cineman@frontiernet.net 

_ PUZZLES _ 

PUZZLE  FEATURES  SYNDICATE 

The  Finest  in  Daily  and  Sunday  Crosswords 
Call  (800)  2924308/(909)  929-1169 

_ WIRE  SERVICES _ 

NATIONAL  COLLEGE  AND 
PRO  SPORTS  WIRE  SERVICE 

Quality  images.  Quick  Posts,  Low  Rates 
easy  download  through  aiwire.com.  NO 
FEES  OR  HIDDEN  CHARGES  BULK  DIS¬ 
COUNTS  PAY  ONLY  ON  DOWNLOAD!  Archival 
film  library  of  400,000  images  covering 
25  years  of  sports  available  for  scanning. 
WE  ARE  THE  ALTERNATIVE!  e-mail 
myelman@aiwire.com,  ph  (941)  488-2218 
or  visit  aiwire.com 


-ANNOUNCEMENTS- 


BUSINESS  OPPORTUNITIES 
PUBLISHING  OPPORTUNITY 

Great  for  current  publishers  to  add-on  or  for 
ad  sales  reps  who  want  to  move  up.  Visit: 

www.PublishingOpportunity.com 
for  more  information  or  call  Allen  at: 

(800)  941-9907.  ext.  11 

NEWSPAPER  APPRAISERS 

FREE  CONFIDENTIAL  APPRAISAL 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.,  (301)  253-5016 
Est.  1959- thousands  sold  and  appraised 

KAMEN  &  CO  GROUP  SERVICES 

Appraisals,  Business  Plans  &  Brokering 
(516)  379-2797/  www.kamengroup.com 

NEWSPAPER  BROKERS 


Leader  in  Sale 
of  CTommunity 
Newspapers 

Check  oiir  references 

(214)  265-93(M) 
Kickenbacht-r  (Media 

67.1 1  Dcsci 


BOLITHO  MEDIA  SERVICE 
THOMAS  C.  BOLITHO 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 


NEWSPAPER  BROKERS 

America’s  Leading  Brokers  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes  -  Pres  (301)  253-5016 
www.mediamergers.com 
Wren  Barnett,  South  (828)  749-6397 
John  Szefc,  Northeast/^idwest 
(845)  291-7367 

Stephen  Klinger,  Southwest/West 
(505)  524-0122 
Mike  Kreiter,  Plains/Central 
(913)  897-4790 

Steve  Heide  West/Mountain  States 
(435)  260-8888 
Mike  Bradley,  New  England 
(508)  563-2835 
www.mediamergers.com 


C.  BERKY  &  ASSOCIATES,  INC, 
Consultants  •  Appraisals  •  Brokers 
(561)  3684352 
123  NW  13th  St..  Suite  214-7 
Boca  Raton,  FL  33432 

GAUGER  MEDIA  SERVICE.  INC. 

Dave  Gauger-Valuations,  Sales,  Mergers 
P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560 

www.gaugermedia.com 

GREGG  K.  KNOWLES 
Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 
3455  Peachtree  Road,  NE 
Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

MICHAEL  D.  LINDSEY 

wvKw.publicationsforsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

NEWSPAPERS  FOR  SALE 

MICHIGAN  metro/suburban  community 
weekly  group:  revenue  =  $700-800K 
MIDWEST  City  Magazine:  beautifully  pro¬ 
duced,  great  grovrth  potential,  owner 
retiring.  Call  847-356-7675  for  more  infor¬ 
mation  or  visit  www.hebbardmedia.com 

Updated  Weekly-  Properties  for  Sale 
go  to  www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 

WEEKLY,  $50,000  OLATHE  GAZEHE 

Colorado  sold  weekly  Cedaredge  few 
months  ago  owner  wants  retire  famous. 
Sweet  Corn  hunting  fishing,  farm  community 
well  established  write  box  570  Olathe,  Colo¬ 
rado  call  in  the  evening  (970)  323-5712 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

FOR  SALE  1985  Dev-  high,  good  shape. 
Call  Greg  Rhodes  at  Anchorage  Printing  Inc. 
(907)272-2213. 


EQUIPMENT  FOR  SALE 

WEB  PRESS  PRICED  to  sell:  Web  Leader  - 
Nine  floor  units  plus  one  2-high  stack  and 
two  folders  set  up  in  a  twin  line 
configuration.  Most  of  press  is  1983 
vintage  One  unit  installed  as  a  rebuilt  in  July 
2002.  Digital  pictures  &  video  of  the  press 
running  are  available.  $30,000  Firm.  Contact 
John  (573)  335-6611  ex  198 

_ MAILROOM _ 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax:  (256)  997-9656 

NEWSTEC,  INC 

Specializing  in  remanufacturer  Inserters  and 
State  of  the  art  Post  Press  Controls 
Installation*  Spare  Parts  • 

Terry  Connors,  Vice  President  of  Sales 
Phone:  (508)  850-7945 
Fax:  (508)  850-7951 
tcnewstec@aol.com 

_ PRESSES _ 

DONT  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

“Worldwide  Marketing  of  Commercial 
Web  and  Newspaper  Web  Presses” 
PRESSES  WANTED:  HARRIS  V25  V22 
VI 5A  VI 5D  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  D30  C96 
Tel:  (913)  648-2000 
Fax:  (913)  648-7750 


PRESSES 

•  Goss  3:2  Folders  23  9/10”,  22  3/4”, 

22”,  21  1/2”,  21” 

•  New  or  Rebuild  Goss  R.T.P.  42”  -i-  45” 

•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 
Northeast  Industries,  Inc. 

Tel:  (800)  821-6257 
Fax:  (323)  256-7607 

SELLINa  REBUILDING. 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(800)  255-6746  or  (913)  492-9050 

www.inlandnews.com 

WEB  PRESSEsT  AUXILIARIES 

www.graphicmachinesales.com 
(815)  648461 1  or  fax  (815)  6482856 


'■.\rt  shouki  force  you  to  untlerstanil,  to 
feel.  .Anil  \et  HoIK'wixkI  ha.s  seiluceil  us 
into  believing  that  the  only  things  that 
matter  are  those  that  free  us  from  the  ilol- 
tlrums  of  our  life." 

-l>.innv  Cik  iver.  aiK  ir.  1999 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nabonwide  TELEMARKETING 
"PREPAID  Experts** 

Horace  Southward/Eric  Southward 
(800)  95(>8475*www.metro-news.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  73^5100 
FAX:  (732)  738-5115 
E-mail;  mpiOmarfcetingpliisinc.coin 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


NEWSPAPER  SUBSCRIPTION  SALES 

Starts  *Upgrades*Stop-Savers  Verificabon 
John  Dinan 
(800)  650-7183 
www.Circulationlll.com 

PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  7786397 

WWW.PROSTARTS.COM 

compltt:r  software 

SOFTWARE  for  AR  displays,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 

EDITORIAL  SERVICES 
JUST  THE  FACTS 

That's  all  we  give  you  at  The  Heritage 
Foundation’s  Computer  Assisted-Reporting 
and  Research  (CARR)  program  because,  as 
a  lournalist,  that’s  all  you  want. 

Our  1-  and  2-  day  CARR  boot  camps  train 
you  to  dig  the  news  out  of  databases  from 
agencies  like  the  Census  Bureau,  IRS  and 
DOJband  where  to  find  databases  on  the 
Internet  and  elsewhere. 

Since  2000,  we’ve  worked  with  journalists 
from  the  AP,  ABC,  Cox  Newspapers,  Houston 
Chronicle,  The  Washington  Times,  York 
Daily  Record  and  many  more,  with  great  re¬ 
sults. 

Just  ask  the  York  Daily  Record.  After  we 
helped  them  with  a  story  on  criminal  sen¬ 
tencing  bias,  the  72,000  daily  won  a  major 
award  from  the  Pennsylvania  Bar  Association. 
For  more  information,  contact  Mark 
Tapscott  at  mark.tapscott@heritage.org 
or  visit  online  at: 

www.heritage.org/Press/carr/index.cfm 


ILLUSTRATION/GRAPHIC 

“Save  Money!  Save  Time  Look  Great 
Custom  illustrations  and  graphics  at 
www.dailynewsgraphics.com/ep 
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-INDUSTRY  SERVICES- 


PRESSROOM  SERVICES 


-HELP  WANTED- 

ADMINISTRATIVE 

ADVERTISING 

ADVERTISING 

PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
45  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 
www.pressroomcleaners.com 


-HELP  WANTED- 


ACCOUNTING 


CONTROLLER 


PUBLISHERS 

j  Liberty  Group  Publishing  seeks  publishers 
j  for  small  daily  and  weekly  newspapers.  We 
’  are  looking  for  experienced  professionals 
,  with  entrepreneurial  spirit  not  requiring  mi- 
I  cromanagement. 

i  While  emphasizing  cost  containment,  we 
give  our  publishers  autonomy  to  run  their 
newspaper  to  best  suit  the  individual  com- 
j  muni^.  We  offer  a  full  benefit  package  that 
'  includes  401(k),  stock  options,  competitive 
salary  and  insurance. 

;  Please  forward  resume  to: 
scottchampion@reviewatlas.com  or  Liberty 
Group  Publishing,  Atten:  Scott  Champion, 
400  S.  Main,  Monmouth,  II.  61462 


ADVERTISING  DIRECTOR 
;  Hickory  Daily  Record,  Hickory,  NC,  a 
i  25,000-circulation  Media  General  newspaper, 
I  is  seeking  an  advertising  director.  Successful 
;  applicant  must  be  able  to  provide 
i  excellent  leadership,  grow  revenue, 
<  motivate  a  15-person  staff  and  be  an  integral 
[  part  of  the  management  team.  Sales 
I  management  experience,  good  interpersonal 
j  skills.  Excel,  PowerPoint  and 
I  database  marketing  required.  Newspaper 
I  experience  is  helpful  but  not  required. 

Knowledge  of  retail  and/or  auto  industry  is 
j  a  plus.  Send  resume,  cover  letter,  references 
and  salary  requirements  to  Dwaine 
Menscer,  Media  General  North  Carolina 
Community  Newspapers,  P.O.  Box  968, 
Hickory,  NC  28601  Or  E-mail: 
tmenscer@statesville.com 


Manage  the  accounting,  billing  and  credit  | 
departments  of  The  Daily  Breeze,  Beach  ' 
Reporter,  and  P.V.  News  within  the  policies 
and  procedures  of  The  Copley  Press,  Inc. 
and  generally  accepted  accounting  princi¬ 
ples. 

Manage  the  preparation  of  accurate  and  i 
timely  financial  reporting  and  the  annual 
budget.  Monitor  adherence  to  revenue  and 
expense  budgets  and  make  recommenda-  | 
tions  to  the  Publisher  and  Director  of  Finance  ' 
to  insure  financial  commitments  are 
met. 

Implement  and  continuously  review  internal 
controls.  Must  know  an  accounting  software  : 
package,  such  as  Lawson,  for  a  large  com-  ; 
pany.  Ability  to  produce  budgets  and  financial  i 
reports  using  Comshare  financial  reporting  i 
system  is  a  major  plus.  i 

Requires  the  ability  to  effectively  i 
understand  the  financial  impact  of  strategic  j 
and  operational  decisions  and  communicate  ! 
such  both  verbally  and  in  writing.  Be  familiar  : 
with  required  government  reporting  such  as 
sales  tax,  unsecured  business  property 
taxes,  environmental  regulations  and  sur¬ 
charges,  business  licenses,  etc.  t 

This  position  reports  to  the  Director  of  Fi-  i 
nance.  Requires  Bachelor’s  degree  in  ac-  I 
counting  plus  5  years  supervisory  experience  i 
in  a  newspaper  business  office.  CPA  ! 
and/  or  MBA  in  finance  preferred. 

The  Daily  Breeze  is  an  EOE 
Send  resume  and  salary  history  to: 

Jennifer  Rivera,  Human  Resources  Repre¬ 
sentative,  Daily  Breeze,  5215  Torrance 
Blvd,,  Torrance,  CA  90503 
FAX:  (310)  540-9455 
E-mail:  jobs@dailybreeze.com 


ADMINISTRATIVE 


EDITOR/PUBLiSHER,  weekly  newspaper, 
Oklahoma,  privately  absentee  owned.  Could 
be  great  opportunity  for  husband/wife  ! 
team.  Resort  region.  Reply  to  Box  3493, 
Editor  &  Publisher  Classified,  770  ; 
Broadway,  7th  Floor,  New  York,  NY  10003. 


Obstacles  don't  have  to  stop  you. 
If  you  run  into  a  wall,  don't  turn 
around  and  give  up.  Figure  out 
bow  to  climb  it,  go  through  it,  or 
work  around  it. 

-  Michael  Jordan 


ADVERTISING 


AD  DIRECTOR’S  PARADISE 
A  multimillion-dollar  Caribbean  publishing 
company  with  a  20-person  multimedia  ad 
sales  department  seeks  an  Advertising  Di-  ' 
rector.  This  position  develops  and  manages 
print,  internet,  TV  and  radio  ad  sales;  devel¬ 
ops  advertorial  products;  trains,  motivates 
and  manages  sales  staff;  cultivates  strong  ; 
customer  service;  and  works  with  Circulation  i 
to  market  the  company’s  products,  i 
which  include  a  prestigious  daily  | 
newspaper.  The  right  person  for  this  job  will  j 
thrive  on  living  amid  tropical  beauty  but  also  ; 
will  happily  work  60  hours  or  more  a  week  i 
for  high-volume  sales.  The  right  person  has  i 
a  track  record  of  success,  particularly  in 
challenging  situations,  and  has  a  realistic  ; 
concept  of  both  the  joys  and  the  i 
frustrations  of  doing  business  in  and  living  i 
in  the  Caribbean.  We  offer  generous  base 
pay  plus  commissions  and  bonuses,  excellent 
benefits,  and  the  beaches  are  free. 

E-mail  cover  letter,  resume  and  reference 
contacts  with  Box  #  3462  in  subject  line  to: 
hpreuss@editorandpublisher.com 


BELO  INTERACTIVE  -  Dallas 
ONLINE  CLASSIFIED  SALES  MANAGER 

Manage  online  classified  sales  team  in  Dallas. 
New  media  products  for  automotive/real  es¬ 
tate/employment  (banners, 

sponsorships  and  E-mail). 

Develop  co-selling  strategy  with  Dallas 
Morning  News,  WFAA  and  TXCN.  3  -  5 
years  classified  sales/management  experi¬ 
ence.  Knowledge  of  competing  media  a 
plus.  EEOE.  Resumes  in  WORD  to: 
bijobs@belointeractive.com 

CLASSIFIED  MLs  MANAGER 
The  Nashville  Scene,  a  well-established, 
award-winning  alternative  weekly  newspaper 
and  part  of  the  Village  Voice  Media  family, 
seeks  seasoned  pro  with  expertise  in  building 
outbound  sales.  E-mail  resume  with  cover  let¬ 
ter  to  jrutter@nashvillescene.com  or 
Fax  to:  (615)  244-8578.  EOE 

Small  daily,  SALES  MANAGER  who  can  be¬ 
come  Publisher,  5-10  years  sales  experience 
required.  Family  owned.  Booming  resort  area. 
Southwest.  Send  replies  to  Box 
3494,  Editor  &  Publisher  Classified,  770 
Broadway,  7th  Floor,  New  York,  NY  10003. 


**  ENTRY  LEVEL  &  INTERNSHIP  RECRUITMENT  ** 

You  can  never  have  too  much  talent  on  a  staff... 

Not  in  today’s  demanding,  rapidly  evolving  workplace 

New  talent  brings  energy,  enthusiasm  and  new  ideas. 

One  of  the  ways  Editor  &  Publisher  serves  the  newspaper  marketplace  is  by  offering 
companies  a  place  where  they  can  attract  new  talent.  You  can  now  reach  the  BEST 
NEW  TALENT  available  by  taking  advantage  of  our  special  Help  Wanted  Section 
online. 

This  Online  Section  offers  a  meeting  place  where  students  and  job  candidates  can 
respond  to  opportunities  presented  by  the  news  media.  E&P  will  promote  this  online 
product  to  colleges  and  universities  with  journalism,  publishing  and  business  curricula.  Stu¬ 
dents  and  new  graduates  will  find  a  listing  of  entry  level/early  experience  career  opportuni¬ 
ties  and  internships. 

To  reach  the  best  and  the  brightest  students  in  the  region,  advertise  your  internships 
and/or  entry  level  positions  in  this  NEW  online  section. 

RATES; 

Help  Wanted:  $25  per  ad 

These  ads  will  be  visible  online  for  1  month 

For  more  information  and  requirements,  please  contact  us  at: 

Toil  Free:  (888)  825-9149 
Or  E-mail:  hpreuss@editorandpublisher.com 


DIRECTOR  OF  ADVERTISING 
Large,  independent  Midwestern  daily  has  an 
exciting  opportunity  for  an  experienced  ex¬ 
ecutive  to  head  its  advertising  sales  opera¬ 
tions  that  include  all  local/national  retail  and 
classified  advertising  for  the  core  publication 
as  well  as  sales  into  its  TMC,  digital 
media,  and  special  publication  products. 

The  Director  of  Advertising  reports  to  the 
General  Manager  and  is  responsible  for  in¬ 
creasing  market  share  in  a  highly  competitive 
market,  developing  and  executing  new 
initiatives,  long-range  forecasting,  strategic 
planning,  and  budgeting. 

The  successful  candidate  for  this 
challenging  position  is  a  proven  leader  with 
strong  financial  and  organizational  skills 
who  wants  to  add  to  a  record  of  accom¬ 
plishments  in  newspaper  sales.  An  absolute 
commitment  to  customer  service  and  dedi¬ 
cation  to  coaching  the  sales  staff  are  es¬ 
sential. 

A  Bachelor’s  degree  and  a  minimum  of  five 
years  in  newspaper  management  required. 
Experience  managing  in  a  unionized  environ¬ 
ment  helpful. 

Our  location  offers  an  attractive  cost  of  living, 
outstanding  school  systems,  colleges 
and  universities,  recreation  opportunities  on 
the  land  and  water,  and  many  cultural  at¬ 
tractions.  Our  compensation  package  is 
highly  competitive.  Please  send  cover 
letter,  resume  and  salary  history  to: 

Box  3496,  Editor  and  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


GENERAL  MANAGER/ADVERTISING  MANAG¬ 
ER  wanted  for  6,700  circulation  daily  news¬ 
paper.  Successful  daily  newspaper  advertis¬ 
ing  experience  a  must.  Circulation  and/or 
computer  knowledge  a  plus.  An  excellent 
opportunity  with  growth  potential  for  a 
hands  on  self-starter.  If  you  want  to  be  part 
of  a  good  newspaper  and  a  good  community, 
contact  Carl  Sanders,  Publisher,  The 
Sheridan  Press,  Box  2006,  Sheridan,  WY 
82801,  or  carK^hesheridanpress.com 


RETAIL  ADVERTISING  MANAGER 
The  Telegraph,  a  Knight  Ridder  newspaper 
located  in  Middle  Georgia,  has  an  opening 
for  a  Retail  Advertising  Manager.  This  person 
would  oversee  the  staffing,  development,  and 
revenue  generation  of  the  Retail 
and  National  Departments  in  such  a  way  as 
to  grow  overall  dollars  and  market  share  for 
The  Middle  Georgia  Newspapers.  A  college 
degree  in  Marketing,  Business,  Journalism, 
or  other  related  field  is  required.  A 
minimum  of  three  years  newspaper  sales 
experience  and  one  year  supervisory  expe¬ 
rience  is  recommended.  Knowledge  of  all 
levels  of  advertising  will  be  a  plus.  Please 
mail  cover  letter  and  resume  to: 

The  Telegraph 

120  Broadway,  Macon,  GA  31201 
Fax:  (478)  7444498 
Or  E-mail:  resume@macontel.com 


CIRCULATION 


LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 
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-HELP  WANTED- 


CIRCULATION 


CIRCULATION  DIRECTOR 
Central  Florida  daily  in  growing  and  compet¬ 
itive  market  seeks  experienced  circulator 
with  demonstrated  successful  track  record 
in  marketing  and  management.  Apply  to: 

Publisher.  The  News  Chief 
P.O.  Box  1440,  Winter  Haven.  FL  33882 
Or  E-mail:  publisher@newschief.com 


CIRCULATION  MANAGER 
Columbus  Telegram,  Columbus,  NE  is  seek¬ 
ing  an  aggressive,  professional  circulation 
manager/marketer  to  help  us  grow  our 
9,500  Daily/11,000  Sunday  newspaper. 
This  is  an  ideal  job  for  a  DM  ready  to  run 
your  own  show. 

Position  reports  to  senior  Circulation  Man¬ 
ager  of  small  regional  group.  The 
Telegram  is  a  Lee  Enterprises  newspaper 
so  future  growth  opportunity  available  for 
right  individual.  Competitive  salary  and  ex¬ 
cellent  benefits  package. 

Send  resume  and  salary  history  to  Bob 
Blackman,  Publisher,  Columbus  Telegram 
P.O.  Box  648,  Columbus,  NE  68601 


SINGLE  COPY  SALES  MANAGER 
The  Telegraph,  a  Knight  Ridder  newspaper 
located  in  Middle  GA.  has  an  opening  for  a 
Single  Copy  Sales  Manager.  This  position 
will  be  responsible  for  increasing  market 
share  and  market  penetration  in  the  single 
copy  and  home  delivery  operations,  as  well 
as  meeting  volume,  expense  and  revenue 
goals.  The  ideal  candidate  must  be 
multi-task  oriented  and  fully  experienced  in 
single  copy  operations.  Five  years  of  circu¬ 
lation  or  sales  experience  is  required. 
Please  mail  cover  letter  and  resume  to: 

The  Telegraph 

120  Broadway,  Macon,  GA  31201 
Fax:  (478)  7444498 
Or  E-mail:  resume@macontel.com 


EDITORIAL 


MANAGING  EDITOR  -  Washington  based 
news  provider  seeks  a  hands-on  managing 
editor  to  supervise  and  help  shape  its  daily 
news  reports;  collaborate  with  sales  and 
marketing  staff  to  grow  readership;  and 
lead  in  creating  a  stimulating  newsroom  en¬ 
vironment.  The  successful  candidate  will 
have  at  least  ten  years  of  experience  with 
newspapers  or  wire  services,  and  a  suc¬ 
cessful  track  record  of  bottom  line  conscious 
and  entrepreneurially  driven  management.  He 
or  she  will  also  have  outstanding 
organizational,  communications,  and  inter¬ 
personal  skills;  and  a  strong  knowledge  of 
editorial  issues  and  style.  This  is  an  editorial 
management  position,  with  the  primary 
functions  of  assigning  and  editing  stories. 
Send  resume  and  cover  letter  to: 

coreHR@yahoo.com 


EDITORIAI. 


The  South  Bend  Tribune  has  several  openings 
for  STAFF  WRITERS.  Our  mission  is  reporting 
on  what’s  important  to  the  diverse 
people,  neighborhoods  and  communities  of 
north-central  Indiana  and  southwestern 
Michigan. 

We  want  to  produce  stories  that  connect 
with  readers  and  make  a  difference  in  their 
lives.  If  you  are  the  kind  of  journalist  who 
can  find  and  tell  stories  on  deadline  compel- 
lingly  and  accurately,  this  could  be  the 
place  for  you.  Must  have  2  years  professional 
experience  in  Journalism. 

Send  resume  and  samples  of  your  work  to: 

South  Bend  Tribune 
Attn:  Human  Resources  News  Jobs 
225  West  Colfax  Avenue 
South  Bend,  IN  46626 

The  Watertown  (NY)  Daily  Times,  a 
32,OOOcirculation  newspaper  located  be¬ 
tween  the  Adirondack  Mountains  and  Lake 
Ontario,  has  an  opening  for  a  GENERAL  AS¬ 
SIGNMENT  REPORTER.  Send  clips,  refer¬ 
ences,  etc.,  to:  Bob  Gorman,  Managing  Edi¬ 
tor,  Watertown  Daily  Times,  260  Washington 
Street,  Watertown,  NY  13601. 

MAGAZINE  EDITOR 

Louisiana-based  State-by-State  Gardening 
magazines  seeks  expert  horticultur- 
isVgardener  to  be  associate  editor.  Editing 
and  layout  experience  required. 

Call:  (318)255-3149 

United  Press  International  (UPl)  seeks  EDI¬ 
TOR-IN-CHIEF.  Founded  in  1905  as  a  breaking 
news  wire  service,  UPl  has  evolved  toward 
in-depth  analysis  and  commentary  on 
pivotal  issues  and  trends,  emphasizing 
news  coverage  relevant  to  its  particular  in¬ 
ternational  audience.  UPl  offers  news  cover¬ 
age  and  analysis  in  English,  Arabic,  and 
Spanish. 

Qualified  candidates  must  have  a  minimum 
of  15  years  successful  experience  in  an  ex¬ 
ecutive  news  editorial  role,  as  well  as  a 
solid  reputation  in  the  industry  for  his  or  her 
journalism.  Ideal  candidates  shall  have  news 
and  information  gathering  experience 
across  political,  cultural  and  linguistic 
boundaries;  ease  of  contact  with  and  per¬ 
sonal  experience  amongst  political,  cultural, 
religious  and  other  public  officials  in  the 
U.S.,  Europe,  Middle  East,  Asia  and  Latin 
America  and  within  the  cultural  spheres  of 
Christianity,  Judaism  and  Islam;  and  a  com¬ 
mitment  to  fiscal  management  efficiencies, 
market  realities,  and  quality  control. 

Send  resume  and  salary  requirements  to: 
hroutsourcer^ahoo.com 

WRITER 

African  American  weekly  newspaper  seeks 
freelance  writer  for  500  to  1000  word  arti¬ 
cles  on  a  variety  of  topics  of  interest  to  its 
market.  Please  forward  writing  samples,  re¬ 
sume,  compensation  expectations  to: 

Eric  H.  Kearney 

P.O.  Box  29077,  Cincinnati,  OH  45229 


EDITOIUAL 


WRITER  with  background  in  African- 
American  issues  wanted  to  write  speeches, 
newsletters  and  press  releases  for 
Michigan  State  House  of  Representatives. 
Journalism  experience  preferred,  political 
experience  a  plus.  Good  salary,  great  bene¬ 
fits,  health  care,  401(k).  Send  cover  letter, 
resume  and  writing  samples  to  Mark  Fisk, 
Director,  Democratic  Communications,  P.O. 
Box  30014,  Lansing,  Ml  48909-7514. 
Deadline:  October  1,  2003. 


EDITORIAL 


REPORTER:  Telegraph  Herald  (Dubuque, 
Iowa),  an  employee/family-owned  newspaper, 
seeks  a  high^nergy  experienced  news 
reporter.  Competitive  salary,  employee 
stock  ownership  plan,  401(k),  vacation  and 
insurance.  Five  years  of  newspaper  experi¬ 
ence  and  bachelor’s  degree  or  equivalent 
required.  Send  resume  and  work  samples 
to:  jobs@wcinet.com,  (FAX)  (563)588-5739, 
or  Employ/Comp.Manager,  Woodward 
Communication;,  Inc.,  PO  Box  688,  Du¬ 
buque,  lA  52004O688.EOE/AA. 


‘The  invention  of  tele\ision  can  lx.'  compareil  to  the  intrcKluetion  of  iinl(X)r  plumbing. 
Kundamentally  it  brought  no  change  in  the  public '.s  habits.  It  simply  eliminated  the  nec- 
cessity  of  leaving  the  house.” 

-.■Vlfretl  HitchctK'k.  British  filmmaker,  1%S 


FELLOWSHIPS  FELLOWSHIPS 


The  New  York  Times  Professional  Fellowship 
at  Columbia  University 
College  of  Physicians  &  Surgeons 

Contact:  Annie  Bayne,  Director  of  Public  Relations  and  Marketing, 

Phone:  (212)  305-3900,  Fax;  (212)  305-4521,  E-mail:  as862@columbia.edu 

Exploring  the  Brain: 

Today’s  Science,  Tomorrow’s  Headlines 

The  New  York  Times  Company  Foundation  and  Columbia  University  College  of  Fliysicians  & 
Surgeons  will  offer  a  unique  fellowship  for  journalists  interested  in 
exploring  exciting  advances  in  neuroscience  and  the  impact  of  these  discoveries  on 
understanding  and  treating  diseases  of  the  human  brain.  A  major  emphasis  will  be 
placed  on  identifying  topics  likely  to  be  newsworthy  in  the  near  future.  Participants 
will  have  the  opportunity  to  brainstorm  with  scientists  and  fellow  journalists  on  how 
best  to  translate  scientifically  complex  issues  into  daily  reports  and  projects. 

Twelve  journalists  and  assignment  editors  representing  a  cross-section  of  the  news 
media  will  be  selected  to  participate  in  a  five-day  immersion  course  at  Columbia,  De¬ 
cember  1-6,  2003,  and  will  be  designated  as  NEW  YORK  TIMES  PROFESSIONAL 
FELLOWS. 

Dr.  Timothy  A.  Pedley,  Henry  and  Lucy  Moses  Professor  of  Neurology  and  Chairman  of 
the  Department  of  Neurology;  Dr.  John  Koester,  Professor  and  Acting  Director  of  the  Cen¬ 
ter  for  Neurobiology  and  Behavior;  and  Dr.  Daniel  Goldberg,  Professor 
of  Pharmacology  in  the  Center  for  Neurobiology  and  Behavior  will  direct  the  course. 
They  will  be  joined  by  some  of  the  world’s  most  respected  authorities  on  the  human 
brain,  including: 

Dr.  Antonio  Damasio,  Maurice  Van  Allen/UI  Foundation  Distinguished  Professor  of 
Neurology,  Universrty  of  Iowa 

Dr.  Gerald  D.  Fischbach,  Executive  Vice  President  for  Health  and  Biomedical  Sciences 
and  Dean  of  the  Faculties  of  Health  Sciences  and  Medicine  at  Columbia  University,  and  for¬ 
mer  director  of  the  National  Institute  of  Neurological  Disorders  and 
Stroke  at  the  National  Institutes  of  Health 

Dr.  Rene  Hen,  Associate  Professor  of  Pharmacology  in  the  Center  for  Neurobiology 

and  Behavior  at  Columbia  University  College  of  Physicians  &  Surgeons 

Dr.  Thomas  Jessell,  Professor  of  Biochemistry  and  Molecular  Biophysics  in  the 

Center  for  Neurobiology  and  Behavior,  Columbia  University  College  of  ^ysicians  & 

Surgeons 

Dr.  Eric  Kandel,  University  Professor,  Columbia  University,  and  winner  of  the  2000 
Nobel  Prize  in  Medicine  and  Physiology 

Dr.  Joseph  LeDoux,  Henry  and  Lucy  Moses  Professor  of  Science  and  Professor  of 
Neural  Science  and  Psychology,  New  York  University 

Dr.  Richard  Mayeux,  Gertrude  H.  Sergievsky  Professor  of  Neurology,  Psychiatry 
and  Epidemiology  and  Director  of  the  Gertrude  H.  Sergievsky  Center  at  Columbia 
University  College  of  Physicians  &  Surgeons 

Topics  will  include:  translating  basic  discoveries  into  new  therapies,  genetic  approaches  to 
neurological  and  psychiatric  illnesses,  mechanisms  of  neurological  and 
psychiatric  diseases,  imaging  of  brain  function,  and  mechanisms  of  learning  and 
memory. 

Accepted  fellows  will  receive  complimentary  hotel  accommodations,  course 
materials,  lunches  and  an  opening-night  dinner.  Fellows  are  responsible  for  their 
own  travel  to  and  from  New  York  City. 

To  apply:  Send  resume,  a  brief  explanation  of  your  interest  in  participating  in  the 
course,  one  sample  of  your  work,  and  a  supporting  letter  from  your  supervisor  by 

October  24,  2003  to  Annie  Bayne,  Director  of  Public  Relations  and  Marketing, 
Columbia  University  Health  Sciences,  630  West  168th  Street,  PH  1-132,  New 
York,  NY  10032;  Fax:  (212)  305-4521,  E-mail:  as862@columbia.edu.  Accepted 
applicants  will  be  notified  no  later  than  November  4th. 
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Phone:  1-888-825-9149 


tlAHIFIED  IDVERTISINE 


-  Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


MAILROOM 


INSERT  &  PACKAGING  MANAGER 
TEie  Press-Enterprise  has  an  immediate, 
full  time  opening  for  a  Manager  to  supervise 
all  production  and  personnel  in  the  insert 
and  packaging,  transportation  and  commer¬ 
cial  labeling  departments. 

The  successful  candidate  will  provide  lead¬ 
ership  in  meeting  I  and  P  goals;  plan,  develop 
and  prepare  special  projects  for  the  de¬ 
partment,  provide  training  for  production 
and  safety,  maintain  knowledge  of  new 
equipment  and  production  methods  ; 
available  to  increase  and  improve  department 
operations,  manage  policies  and  procedures 
of  the  department. 

Occassional  night  and  weekend  work  re¬ 
quired.  Must  have  proven  knowledge  of  the 
newspaper  mailroom  industry,  strong  verbal 
and  written  communication  skills,  strong  or¬ 
ganizational  and  decision  making  skills  in 
managing  multiple  priorities  and  tasks,  ability  : 
to  analyze  and  identify  problems  and 
achieve  resolutions,  strong  mechanical  i 
knowledge  of  machinery  operation.  Five  I 
years  of  supervisory  experience  are  essential 
as  well  as  proficiency  in  Microsoft  Word  ' 
and  Excel. 

Please  submit  application  or  resume  to: 

The  Press-Enterprise 
Attention:  Human  Resources 
3512  14th  Street,  Riverside,  CA  92501 
E-mail:  HR@pe.com 
FAX:  (909)  368-9016  i 


PRESSROOM 


LEAD  PRESS  OPERATOR 
NIGHT  SHIFT 

The  Free  Lance-Star,  a  50,000  daily  news¬ 
paper  located  50  miles  south  of 
Washington,  DC,  in  the  historic  city  of  Fred¬ 
ericksburg,  VA,  has  an  opening  for  a  Lead 
Pressman.  We  have  nineteen  units  of  Goss 
Urbanite  and  ten  units  of  Enkel  RTPs.  Quali-  ! 
fied  candidate  will  have  a  minimum  of  five 
years  experience  in  a  lead  press  room  posi-  | 
tion,  strong  mechanical,  computer  and  com-  ' 
munication  skills  and  a  commitment  to  qual-  i 
ity.  This  position  reports  to  the  pressroom 
manager  and  will  be  expected  to  direct  the  : 
department  in  his  absence.  If  interested,  ; 
send  resume  to  The  Free  Lance-Star,  At¬ 
tention:  Human  Resources,  616  Amelia 
Street,  Fredericksburg,  VA  22401.  ! 

Or  E-mail:  arock@freelancestar.com 

P&P  Press  Inc.,  an  award-winning  commercial 
cold  set  web  offset  printing  plant,  with 
4  Harris  VI 5  presses,  is  seeking  an  indi¬ 
vidual  with  a  minimum  of  5  years  experience 
as  a  PRESS  OPERATOR  and  is  dedicated  to 
high  quality  standards.  Three  day, 
12  hour  shifts.  Air-conditioned.401(k)  ■*■.  i 
John  Landry  or  send  resume  and  samples 
to:  Human  Resources,  P&P  Press  Inc., 
6513  N.  Galena  Road,  Peoria,  IL  61614. 
(309)691-8511. 


PRESSROOM 


OPERATIONS  PRESS  MANAGER 
Do  you  want  to  be  the  Press  Manager  at  a 
pristine  new  facility  with  a  twelve  tower, 
Man  Roland  Regioman  Offset  Press?  The 
Knoxville  News  Sentinel  is  seeking  an  expe¬ 
rienced  leader  to  manage  30+  employees 
and  produce  high  quality  products  on  time 
with  a  minimum  of  waste.  Our  daily  circulation 
is  125,000  and  commercial  print  is  our 
newest  endeavor. 

Requirements  include: 

•  10  years  press  room  experience 

•  Strong  trouble  shooting  ability 

•  Mechanical  aptitude 

•  Multiple  web  tension  &  adjustable  gain  fa¬ 
miliarity 

We  are  a  leading  employer  of  East  Tennessee 
and  we  have  been  in  business  over  100 
years.  We  offer  a  competitive  salary  and 
comprehensive  benefits  and  are  an  Equal 
Opportunity  Employer. 

Please  apply  or  send  resume  by  September 
29,  2003  to: 

The  News  Sentinel,  Attn:  Human  Resources 
2332  News  Sentinel  Drive 
Knoxville,  TN  37921-5761 
Faxes  Accepted  (865)  342-6995 
E-mail:  steele@knews.com 


PRESSROOM  MANAGER 

The  Fresno  Bee,  McClatchy's  leading  news¬ 
paper  in  Central  California,  is  looking  for  an 
experienced  pressroom  manager  with  proven 
management  and  leadership  ability  to 
join  our  Operations  management  team. 

Will  plan  and  direct  the  daily  pressroom  ac¬ 
tivities,  including  daily  pressruns,  expense 
budges,  quality  improvement,  employee 
performance  reviews  and  recognition  pro¬ 
grams,  and  other  pressroom  issues.  Will  as¬ 
sist  the  Operations  VP  in  directing  the  Oper¬ 
ations  team  to  maintain  an  environment 
where  goals  and  objectives  are  achieved 
following  set  priorities,  schedules,  and  com¬ 
pany  policies. 

Will  work  with  other  production  managers  to 
improve  productivity  and  solve  problems. 
Offset,  flexo,  double-wide  press 
background  preferred.  Strong  communica¬ 
tion  skills  to  provide  clear  and  consistent  di¬ 
rection  for  a  staff  of  35.  College  degree 
preferred  or  equivalent  training  or  experi¬ 
ence.  Competitive  salary  and  excellent  ben¬ 
efit  package. 

If  you  meet  the  above  qualifications,  send 
your  cover  letter  and  resume  to: 
resume@fresnobee.com  or  mail  to: 

The  Fresno  Bee,  Julie  Porter,  1626  E 
Street,  Fresno,  CA  93786.  EOE. 


- CLASSIFIED  ADVERTISERS- 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.etjitorandpublisher.com - 
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PRESSROOM 


The  Denver  Newspaper  Agency  is  seeking  a 
PRESS  MACHINIST 

to  maintain  their  Goss  Colorliner  presses. 

•  Applicant  should  possess  good  communi¬ 
cation  skills. 

•Ability  to  work  effectively  in  a  deadline 
oriented  environment. 

•Applicant  must  be  knowledgeable  of 
basic  machinery  troubleshooting  skills  in¬ 
cluding  reading  assembly  drawings. 

•Knowledge  of  good  bearing  fits  and  as¬ 
sembly  techniques. 

•Knowledge  of  operating  machine  shop 
equipment. 

•  Basic  math  skills  and  ability  to  read  mi¬ 
crometers. 

•Minimum  of  three  years  in  a  production 
maintenance  machine  shop  environment 
desirable. 

•  Minimum  of  three  years  of  experience  on  | 

a  Goss  Colorliner  press  a  plus.  I 

•Must  have  a  High  School  Diploma  or  ; 
equivalent.  ! 

•  Must  be  willing  to  work  all  shifts. 

We  have  excellent  pay  and  benefits.  Inter¬ 
ested  candidates  should  forward  their  re-  i 

sume  and  or  letter  detailing  qualifications  | 

and  salary  expectations  to: 

Denver  Newspaper  Agency  : 

Attn:  Human  Resources  Department 
400  West  Colfax  Avenue 
Denver,  Colorado  80204 
EOE 


SALES 


The  Greensheet,  in  Houston,  TX,  is  seeking 
a  results  oriented  SALES  MANAGER,  The  i 
ideal  candidate  will  provide  high  energy  ; 
leadership,  a  sense  of  humor,  a  commitment  ; 
to  goals,  and  be  experienced  at  growing  i 
sales  reps  to  become  high  achievers,  i 
We  work  in  a  team  environment  so  listening,  j 
trust,  respect,  and  strong  people 
skills  are  a  must.  Interested  candidates 
please  E-mail  resume  to: 

sbrown@thegreensheet.com 


-POSITIONS  WANTED- 


ADVERTISING 


I  BRING  20  YEARS  of  newspaper/magazine 
advertising  sales  experience  to  the  table. 
Seasoned,  dedicated  employee  with  exten¬ 
sive  knowledge  of  all  facets  of  these  indus¬ 
tries,  Increased  revenue  and  market  share 
in  all  positions.  Seeking  full-time  position  in 
NY/NJ  areas  with  a  growing  publication. 

E-mail:  Rosie48269@cs.com 
Or  call  Howard  at:  (732)  988-6157 


CIRCULATION 


PROFESSIONAL  CIRCULATOR  seeks  imme¬ 
diate  Distribution/Sales  opportunity  in  Long 
Island,  New  York.  Tel/Fax:  (631)  58^2735.  j 


EDITORIAL 


THOUGHTFUL,  VERSATILE,  award-winning 
DC-based  print/radio  journalist  seeks  creative  j 
challenge.  Available  as  Capitol  Hill  ! 
stringer,  beat  maven,  news/feature  editor  j 
or  writing  coach.  Contact  Amy  at  (410) 
491-3133  or  E-mail:  ALB457@hotmail.com. 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $13.80  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 

FEATURES  AVAILABLE 

line  rates:  12.45  per  line,  per  week 
three  line  minimum 
Black  and  white  display  ads 
$149.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 
ALL  CATEGORIES 
Red  display  ads:  $60.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For  both 
line  and  display  ads,  run  two  or  more 
weeks  and  enjoy  big  discounts.  Blind 
boxes:  $25.00  per  insertion. 

The  identity  of  box  holders  cannot  be 
revealed.  Readers  are  advised  not  to 
send  samples  when  replying  to  blind 
box  ads;  we  are  not  responsible  for 
the  recovery  of  samples. 

DEADLINE: 

Noon  Wednesday  prior  to 
Monday  issue  date 


CALL  MICHELE  GOLDEN  AT 
(646)  654-5304 


TOLL  FREE:  888  825-9149 

HAZEL  PREUSS 
(HW-EASTERN  U.S.) 

hpreuss  @  editorandpublisher.com 

MICHELE  MACMAHON 
( HW  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon  @  editorandpublisher.com 


E&P'S  CLASSIFIED 

the  newspaper 
^industry’s  meeting^ 
place. 

888.825.9149 


www.editorandpublisher.com 


i 


FROM  TOP:  ERIC  FRANCIS/GETTY  IMAGES;  RUSSELL  YIP/SAN  FRANCISCO 


On  the  Web’s  impact  on  campaigns: 

“It  has  absolutely  exploded....  Newspapers  are 
having  to  pay  a  lot  more  attention  to  it.”  - 


{continued from  page  11} 
political  campaigns, 
not  only  cis  a  tool  for 
the  candidates,  but  also 
as  both  a  positive  and 
negative  reality  for 
reporters  covering  the 
race.  As  the  2004  election 
season  heats  up,  political 
reporters  and  editors  admit 
they  must  pay  much  more 
attention  to  the  World 
Wide  Web. 

Whether  it’s  checking 
candidate  Web  sites 
almost  hourly  for  news 
and  activity,  responding 
to  a  barrage  of  e-mails 
from  campaign  managers, 
supporters  and  readers, 
or  trying  to  comprehend 
the  impact  of  the  first  true 
online  fund-raising  race 


Glover,  an  Associated  Press  veteran 
who  covers  Iowa.  Even  David  Broder  of 
the  Washington  Post  —  the  “dean”  of 
political  reporters  —  calls  the  Internet 
“a  central  factor.” 

Fund  raising  via  the  Web  —  which 
Dean  has  used  most  effectively  and  each 
campaign  has  followed  —  sparked  the 
first  major  change  for  reporters.  Although 
it  is  easier  for  correspondents  to  keep  tabs 
on  each  campaign’s  war  chest  with  Web 
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V  “I  think  the 
J  dynamics  of  the 
"  (2000)  campaign 
/  were  captured 
pretty  accuratety.” 

—  DAVID  BRODER 


“With  McCain, 
it  was  embarrass¬ 
ing.  Reporters 
were  so  entranced 
...  coverage  was  extremely 
biased.”  —  larry  sabato 


“There  also  needs 
to  be  real  atten¬ 
tion  on  advertis¬ 
ing  money  from 
non-candidate  sources.” 

~  KATHLEEN  HALL  JAMIESON 


Changes  along  the  can-pain  trail 


The  2004  PRESIDENTIAL  CAMPAIGN 
is  not  only  different  from  previous 
elections  because  of  its  upgraded 
Internet  connection.  Other  factors  — 
from  the  wide-open  Democratic  field, 
to  the  expanded  competition  from  other 
mediums  to  the  California  recall  —  are 
requiring  changes  in  newspaper  cover¬ 
age.  Editors  also  are  trying  to  learn  from 
past  mistakes,  such  as  anointing  a  front¬ 
runner  too  soon  or  failing  to  scrutinize 
all  candidates  equally,  although  many 
editors  deny  any  need  for  improvement. 

“I  think  the  dynamics  of  the  campaign 
(in  2000)  were  captured  pretty  accurate¬ 
ly,”  says  David  Broder,  a  Washington  Post 
columnist  and  editor  who  defended  the 
paper’s  coverage  four  years  ago.  “I  didn’t 
find  a  lot  of  bias.” 

Broder  adds  that  the  best  approach  is 
to  focus  on  voter  needs,  not  candidate 
rhetoric,  which  he  believes  the  Post  and 
others  are  doing.  Voters,  he  said,  “are  the 
most  important  players.” 

But  many  news  organizations  are 
still  reeling  from  criticism  of  the  2000 
campaign  coverage,  which  included 
accusations  of  soft  coverage  of  Sen.  John 
McCain  and  failing  to  adequately  explain 


candidate  positions  on  such  important 
issues  as  social  security.  “With  McCain, 
it  was  embarrassing,”  says  Larry  Sabato, 
director  of  the  Center  for  Politics  at 
the  University  of  Virginia.  “Reporters 
were  so  entranced  their  coverage  was 
extremely  biased.” 

Sherry  Bebitch  Jeffe,  a  senior  scholar 
at  the  University  of  Southern  California 
and  a  longtime  political  analyst,  says 
some  could  argue  that  Howard  Dean  is 


John  McCain 
waves  goodbye 
to  Claremont, 
N.H.,  from  the 
bus  where  he 
wooed  and  won 
over  many  a 
reporter, 
December, 

1999. 

getting  too 
much  atten¬ 
tion.  “Everyone 
is  going  ga-ga,” 
she  says  about 
newspapers’ 
interest  in 
Dean.  “There 
is  an  argument 
that  they  are  getting  too  buddy-buddy.” 

Others,  such  as  Kathleen  Hall 
Jamieson,  director  of  The  Annenberg 
Public  Policy  Center  at  the  University 
of  Pennsylvania,  says  newspapers  should 
explain  candidate  positions  more  than 
they  did  in  2000,  citing  the  press’  failure 
to  properly  present  the  social  security 
approach  of  Gore  and  Bush  until  a  week 
or  so  before  the  general  election.  “There 
also  needs  to  be  real  attention  on  adver- 


lined  by  Vice  President  Dick  Cheney. 

When  Dean’s  campaign  heard  that  Cheney 
would  raise  $300,000  through  his  event. 
Dean  challenged  his  supporters  to  con¬ 
tribute  the  same  amount  via  the  Web 
during  the  vice  president’s  gathering.  “I 
had  to  follow  it  online  as  the  Dean  cam¬ 
paign  posted  an  update  every  hour,”  Zeleny 
says  of  the  effort,  which  collected  more 
than  $400,000.  “It  was  a  new  way  to  see 
how  much  they  were  raising.” 

Blackberry feeds  forever 

Dick  Polman’s  coverage  of  the  Sept.  4 
Democratic  presidential  debate  in  Albu¬ 
querque,  N.M.,  began  when  the  Philadel¬ 
phia  Inquirer  veteran  attended  a  Howard 


Dean  “meetup”  the  night  before.  Named 
for  the  Web  site,  www.meetup.  com,  which 
allows  organizers  to  plan  almost  any  spon¬ 
taneous  gathering  for  a  variety  of  causes, 
these  events  have  become  a  mainstay  for 
Dean  and  nearly  every  other  presidential 
candidate. 

“It  was  a  very  unscripted  environment,” 
Polman  says  about  the  meeting,  which  took 
place  in  the  back  of  a  Santa  Fe  restaurant 
with  some  200  people  and  Dean.  “I  liked 
the  spontaneity  of  it.  You  felt  like  you  got  a 
much  more  real  event.” 

During  the  debate,  the  Internet  impact 
continued  in  many  forms,  reporters  say, 
as  writers  covered  the  event  from  a  nearby 
press  room,  with  most  keeping  their  laptop 


Web  connections  going.  For  Balz  of  The 
Washin^on  Post,  the  online  connection 
proved  useful  when  Sen.  Joe  Lieberman 
referred  to  comments  Dean  had  made  in  a 
Post  story,  which  Balz  was  able  to  quickly 
confirm  by  checking  the  newspaper’s 
archives  online. 

Balz  also  credits  the  Web  for  allowing 
him  to  get  an  online  transcript  of  the  sec¬ 
ond  Democratic  debate,  held  in  Baltimore 
on  Sept.  9,  within  30  minutes  after  the 
event  ended.  “The  process  of  distributing 
copies  of  paper  does  not  compare  to  the 
zap  of  an  e-mail,”  he  declares. 

The  growing  online  campaign  has  forced 
most  reporters  to  add  the  wireless  Black¬ 
berry  devices  —  which  provide  expanded 
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;  NO  CREDIT,  KYLE  CASSIDY/aNNENBERG  SCHOOL 
EOR  communication;  TORE  BERGSAKER/cORBIS 


“We  should  be 
^  less  driven  by 


I  YfW  campaign 
f  managers,  and 

more  by  the  voters.” 


“I  am  not  putting 
anyone  on  any 
Democrat 
full  time  yet,” 
but  “out  there  a  little  with 


— JACKGERMOND  everyoue.  —maraleeschwartz 


tising  money  from  non-candidate  sources,” 
she  adds,  “such  as  the  NAACP  and  phar¬ 
maceutical  companies.” 

Jack  Germond,  legendary  political 
columnist  for  Gannett  and  The  Sun  of 
Baltimore  and  author  of  several  books  on 
presidential  campaigns,  urges  newspapers 
to  focus  on  candidate  strengths  and  vulner¬ 
abilities,  not  just  what  they  say  in  a  speech. 
“That  is  more  valuable,”  he  explains.  “We 
should  be  less  driven  by  the  campaign 
managers,  and  more  by  the  voters.” 

Germond  also  criticizes  the  trend  of 
quoting  campaign  operatives  sniping  at 
each  other,  instead  of  a  push  to  get  direct 
comments  from  candidates.  “That  really 
bugs  me,”  he  says  about  the  practice.  “I 
don’t  want  them  to  stonewall  and  get  away 
with  it.  They  wouldn’t  if  [the  press]  were 
tougher.” 

Editors,  meanwhile,  say  they  are 
already  taking  a  different  approach  than 
four  years  ago,  fueled  both  by  a  limited 
budget  and  a  need  to  address  the  campaign 
more  broadly  because  of  such  a  wide-open 
primary  field  for  Democrats.  “Early  on,  we 
put  someone  full  time  on  Gore,  but  I  am 
not  putting  anyone  on  any  Democrat  full 
time  yet,”  reveals  Maralee  Schwartz,  na¬ 
tional  political  editor  of  the  Post,  which 
also  has  not  run  any  traditional  candidate 
profiles.  “You  have  got  half-a-dozen  now 
who  could  possibly  get  the  nomination. 


(so)  you  have  to  be  out  there  a  little  bit 
with  everyone.” 

Mike  Tackett,  political  editor  of  the 
Chicago  Tribune,  points  to  a  need  for  a 
national  reporting  approach  to  the  nomi¬ 
nating  process,  and  the  general  election 
as  well.  “Throw  out  the  old  assumptions  — 
that  this  state  goes  Democratic,  and  this 
state  goes  Republican,”  he  advises.  “You 
have  to  talk  more  to  the  voters.”  The  public 
will  likely  follow  the  presidential  race  more 
closely  than  most  years,  editors  say.  “There 
will  be  more  interest  because  of  the  war 
and  peace  issue  and  the  economy,”  says 
John  Harwood,  political  editor  of  The  Wall 
Street  Journal.  “There  is  also  a  greater 
blending  of  media  —  the  cable  networks 
and  political  talk,  especially  online.” 

Another  issue  that  could  alter  newspaper 
coverage  of  the  presidential  race  is  the 
extended  recall  battle  in  California,  which 
will  likely  last  until  March,  2004.  That 
delay  will  take  the  recall  campaign  past 
both  the  Iowa  caucuses  and  New  Hamp¬ 
shire  primary. 

“It  has  totally  gone  by  the  wayside,” 

San  Francisco  Chronicle  political  writer 
John  Wildermuth  says  about  presidential 
campaign  coverage  in  the  Golden  State.  “If 
(Sen.  John)  Kerry  walked  in  the  front  door, 
we  would  have  trouble  finding  a  reporter 
to  interview  him.” 

—  JoeStrupp 


You  can  hold  this  tasty 
Blackberry  in  the  palm 
of  your  hand  and  it 
won’t  leave  a  stain. 


Web  and  wireless  phone  I  ^  * 

service  —  to  their  report-  I  j '  *  ^ 

ing  tool  kit.  “Blackberrys 

are  essential,”  says 

Zeleney,  explaining 

they  are  needed  to  get 

the  minute-by-minute 

e-mails  that  have 

become  a  staple  of 

campaign  public  relations. 

“I’ve  had  one  for  six  months.  It  has 
almost  replaced  the  cell  phone  as  a  way  to 


reach  a  campaign.” 

But  the  growing  wireless  and 
'■  online  connections  of  the  cam- 
:  I  paigns  also  have  disadvantages. 

I  'Q.  W  For  some  reporters,  just  trying  to 
■  cover  the  debates  or  concentrate 
^  Ij  on  work  gets  difficult  when  cam- 
'  I  paign  managers  continuously  send 
messages  via  e-mail  to  promote 
their  spin.  “It’s  become  a  macho 
battle  of  the  campaigns  to  see  who 
can  pile  on  the  e-mail,”  says  Adam 
MLjff  Nagoumey,  who  writes  for  The  New 
York  Times.  “I  get  barraged.” 
Nagoumey  got  so  fed  up  with 
campaign  e-mails  that  he  asked  two  of  the 
campaign  managers  to  remove  him  from 
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Kerry,  pressing  the  flesh  in  South  Philadelphia  over  a  cheesesteak  sandwich:  After  a 
campaign  shake-up  last  week,  he  will  probably  reach  out  more  often  to  the  online  crowd 


their  e-mail  lists 
during  the  Baltimore 
and  Albuquerque 
debates.  He  does, 
however,  credit 
the  Web  for  making 
fact-checking  almost 
instantaneous.  Citing 
a  rumor  two  weeks 
ago  that  Rep.  Dick 
Gephardt  was  drop¬ 
ping  out,  Nagourney 
says  he  e-mailed  the 
Gephardt  campaign 
asking  about  the 
rumor  and  received 
an  e-mail  flatly  deny¬ 
ing  it  within  minutes. 

Still,  the  campaign 
e-mail  mill  seems  to 
grow  ever  larger  with 
each  event,  reporters 
say.  Polman  points 
to  a  moment  in  the 
Baltimore  debate  that  indicates  how 
involved  the  e-mail  factor  is  in  coverage. 
During  that  gabfest,  Lieberman  chal¬ 
lenged  Dean  over  his  recent  remark  sug¬ 
gesting  the  U.S.  should  not  take  sides  in 
the  Israel-Palestine  debate.  Dean  claimed 
during  the  debate  that  his  position  mir¬ 
rored  that  of  Bill  Clinton.  “Within  min¬ 
utes,  Lieberman’s  campaign  had  a  1998 
quote  from  Clinton  in  which  he  said  he 
supported  Israel  and  e-mailed  it  to  us,” 
Polman  recalls.  “This  happens  a  lot.” 

Borne  in  a  blog  cabin? 

Reporters  aren’t  the  only  ones  tiying 
new  technologies.  The  Telegraph  in 
Nashua,  N.H., 
has  constructed 
a  special  online 
syndication  tool 
so  that  interested 
individuals  and 
other  Web  sites 
can  easily  view 
the  newspaper’s 
primary  coverage. 

In  2000,  a  team  led  by  nh.com  Editor 
Ernesto  Burden  created  a  popular  Web 
site  dedicated  to  the  race,  nhprimary. 
com.  The  site  is  back  this  year,  along  with 
the  latest  hot  tech  tool:  an  RSS  (Rich  Site 
Summary)  headline  feed.  Once  a  Web 
site  creates  an  RSS  feed,  subscribers  can 
get  the  latest  headlines  with  links  to  the 
complete  story  on  nhprimary.com.  The 
feeds  can  be  read  on  special  software 
called  news  aggregators  or  on  Web  sites 
such  as  bloglines.com. 


For  Brownstein  of  the  Los  Angeles 
Times,  web  resources  have  meant  an 
end  to  overflowing  files  of  campaign 
documents  and  paper  records.  “You  don’t 
have  to  be  quite  as  religious  about  keep¬ 
ing  copies  of  speeches  and  announce¬ 
ments,”  he  says,  citing  a  filing  cabinet  full 
of  paperwork  from  the  1992  campaign 
that  remains  in  his  office.  “Now  it  is  all 
on  computer  and  sent  via  e-mail.” 

But  the  Web  also  adds  a  reporting 
burden,  says  Jill  Lawrence,  a  USA  Today 
political  writer  who  has  had  to  take  part 
in  online  interviews  for  usatoday.com 
following  each  debate.  “We  have  to  think 
about  that  all  the  time,”  she  says. 

Beyond  the  individual  examples  of 
Web-related  campaign  coverage,  re¬ 
porters  and  editors  are  realizing  that  the 


Internet’s  impact  requires  a  broader 
scope  of  reporting,  some  elements  of 
which  remain  unknown.  “We  are  still 
figuring  out  what  is  out  there,”  says 
Joanna  Weiss,  a  Boston  Globe  reporter 
whose  beat  is  still  being  formed  as  a  mix 
of  politics  and  technology.  “The  biggest 
challenge  is  getting  a  sense  of  how  many 
people  are  coming  to  the  campaign  via 
the  Internet  —  the  Blogosphere.” 

Mike  Tackett,  political  editor  of 
the  Chicago  Tribune,  said  the  expanded 


web  presence  is 
forcing  him  to  create 
a  new  political  Web 
beat,  while  others, 
such  as  John 
Harwood,  political 
editor  at  The  Wall 
Street  Journal, 
concede  they  are 
requiring  more  cover¬ 
age  of  Web-related 
factors  even  though 
“I  don’t  feel  like 
I  have  a  good  enough 
understanding  of  it.” 

Those  who  monitor 
newspaper  coverage 
warn  that  reporters 
and  editors  must 
be  careful  not  to  go 
overboard  on  Inter¬ 
net-related  campaign 
reporting,  and  make 
sure  to  maintain  the 
journalistic  practices  that  have  long 
served  them  best.  “You  still  have  to  check 
everything  out,”  says  John  Hanchette, 
a  journalism  professor  at  St.  Bonaventure 
University  and  a  longtime  Gannett  News 
Service  Washington,  D.C.  correspondent. 
“You  have  a  million  different  bloggers 
and  people  who  have  a  lot  of  free  time 
to  make  things  up.” 

Letters  editors,  meanwhile,  have  their 
own  new  issue  to  worry  about:  form 
letters  generated  by  web-based  cam¬ 
paigns  that  have  already  been  successful 
at  getting  newspapers  to  print  multiple 
copies  of  the  same  letter,  sent  via  differ¬ 
ent  names.  “We  saw  a  lot  of  it  around  the 
Bush  tax-cut  time,”  says  David  Beasley, 
Op-Ed  editor  of  The  Atlanta  Journal 
Constitution.  “We  got  burned  a  couple  of 
times,  so  we  are 
always  on  the 
lookout  for  it.”  j 
Although 
none  of  the 
letters  editors 
who  spoke  with 
E^P  had  put  any  new  procedures  in  j 

place  to  guard  against  the  form  letters,  ! 
each  claims  they  will  be  more  aware  of 
the  scams. 

“They  are  pretty  obvious  to  spot,”  ;  | 

says  Mary  Cox,  letters  editor  at  the  Los  *  i 
Angeles  Times.  “And  we  always  make  ! : 

sure  to  call  to  verily.”  But  in  2004,  | 

separating  true  grassroots  politics  from 
Web-based  Astroturf  is  what  much  I 

of  newspaper  political  coverage  will  I 

be  all  about.  11 

-  - --^1 


When  candidates  announced  funding  figures  on 
June  30,  the  Weh  “arrived  in  the  political  world  as 
a  tool  we  have  to  rely  on.”  —  ronalo  brownstein 
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TECHNOLOGY 


Some  new  plate  lines  automate  sorting  for  stacking  and  tracking 

BY  JIM  ROSENBERG 

Electronic  pagination  eliminated  paper  paste-up 
and  it  automated  page  assembly;  direct-to-plate 
output  eliminated  page  films  and  it  automated 
platemaking.  But  even  as  increasingly  sophisticated 
output-management  software  systems  improve  the 
view  and  control  of  production  workflows,  automation  doesn’t  quite 
have  to  end  with  a  bend. 

Newspapers  today  have  more  pages,  sections  and  process 
color,  they  often  print  other  products,  and  many  roll  off  multiple  im¬ 
press  lines.  So  with  pagination  and  platesetting  now  realities, 

getting  the  right  plate  to  the  right  place  also  are  recorded  for  staffers  to  read 

shouldn’t  require  someone  sorting  and  in  the  non-image  area.  j 

stacking  plates  and  scribbling  page  identifi-  Plates  will  come  from  three  K&F  } — 


cation  and  press  destination  on  the  back 
of  each  —  information  that  can  instead  be 
stored  in  a  bar  code. 

According  to  Rockie  Westberg,  K&F 
International  Regional  Sales  Manager, 
few  newspapers  bar-code  their  plates,  and 
those  that  do  use  computer-to-plate  (CTP) 
imaging.  In  Virginia  and  Florida,  three 
dailies  converting  to  CTP  expect  to  install 
bar-coding,  two  at  the  outset  and  one  later. 

At  its  simplest,  the  system  will  “label 
the  plates  so  the  pressmen  will  know  which 
units  they  go  on,”  said  Michael  Przybylek, 
production  vice  president  at  The  Courier- 
Journal,  Louisville,  Ky.  Even  there,  howev¬ 
er,  it  will  be  part  of  a  larger  system  that  “will 
automatically  pick  up  press  configuration” 
from  a  layout  of  64  pages  in  six  sections. 

WTien  the  Courier-Journals  new 
pagination,  production-management, 
platemaking,  and  printing  systems  are  op¬ 
erating,  the  newsroom’s  CCI  Europe  system 
will  release  pages  to  a  Prolmage  NewsWay 
system,  where  an  operator  will  check  pages 
and  designate  each  (if  not  already  done)  to 
a  specific  output  device.  At  the  same  time, 
said  Przybylek,  the  system  will  image  a  bar 
code  on  each  plate’s  non-printing  bend 
area,  indicating  the  press,  unit,  and  cylinder 
position  where  it  is  to  be  mounted. 

With  the  bar  code,  plates  can  be  account¬ 
ed  for  and  automatically  passed  to  appro¬ 
priate  stacker  bins.  Plates’  page  and  color 


International  lines  and  print  on  three 
KBA  Colora  press  lines  in  the  Couri¬ 
er-Journals  new  plant  (E^P,  Nov.  12, 

2001).  From  feeding  to  stacking 
plates,  said  Przybylek,  “it’s  in  the 
quiet  room  —  all  of  it.  The  pressmen 
remove  them  through  a  set  of  double 
doors  to  mount  them  on  the  press.” 

Equally  as  important  as  press  des¬ 
tination  is  output  device  designation. 
Remakes  and  multiple  iterations 
for  straight  runs  should  come  from 
the  same  exposure  and  punch-bend 
units  “to  keep  the  quality  of  the 
plate  consistent”  with  that  of 
the  other  color  plates  for  the 
same  page,  said  Przybylek. 

Early  next  year,  K&F  will 
install  its  own  XL  180  plateset- 
ters  vrith  ECRM-built  ND-YAG 
imaging  heads.  Provision  V-Series  •  ~ 

punch-benders,  a  blank-plate  feed-  , 

er,  conveyors,  stackers,  and  bar-code  ‘  ’ 
readers.  Scanned  codes  will  direct  plates  to 
eight  bins  via  conveyor  to  two  four-position 
stackers  and  feed  the  plate  production  and 
location  information  back  into  NewsWay  to 
help  manage  output,  according  to  Prepress 
Manager  Howard  Roller. 

“We  just  had  to  tell  them  what  we  want¬ 
ed,”  said  Przybylek,  adding  that  Prolmage 
“wrote  the  software”  to  pull  information 
from  K&F  platelines  and  from  the  EAE 


controls  system  used  on  the  KBA  presses. 

Besides  imaging  and  reading  bar  codes 
to  sort  plates  into  bins  by  edition,  zone, 
and/or  press  position,  the  ability  to  work 
in  concert  with  output-management 
systems  to  report  plate  status  is  increasingly 
appealing,  according  to  K&F  marketing 
coordinator  Tim  Scott.  “At  Nexpo,  a  lot  of 
people  were  looking  for  that  option,”  he 
said.  His  firm’s  installation  at  The  Star, 
Petaling  Jaya,  Malaysia,  reports  on  each 
plate  passing  to  the  bender  and  noting 
any  that  it  could  not  read  or  bend. 

“We’ve  also  done  bar-code  scanning  for 
color  control,”  said  Scott.  By  recognizing 
plates  assigned  to  problem  press  positions, 
the  system  can  automatically  compensate 
at  K&Fs  Vision  registration  system. 

K&F  installs  scanners  before,  at,  or 
after  punch-benders  and  works  with  others’ 
equipment.  For  Madison  (Wis.)  News- 
^  papers  Inc.  it  developed  its 

Universal  Punch  Bender 
and  supplied  a  cross-line 
conveyor  for  backup,  vision 
registration,  a  stacker,  and 
bar-code  scanning  that  for 
18  months  has  read  plates 
exposed  by  a  pair  of  Auto¬ 
logic  3850  Wide  imagers. 

Passing  ASCII-format 
data  to  Autologic’s  Plate- 
room  Manager,  the  scanner 
sits  between  a  bender  and 
stacker  bins  —  four  for  the 
Goss  Metro’s  single 
plates  (up  to  13,000 
per  month)  and 
another  set  up  to  hold 
the  Goss  Community’s 
double  trucks  (about 
2,000  per  month) 
for  commercial  jobs. 
Bar-coded  sorting  to 
bins  keeps 


— i 


One  of  three  cross- 
connected  platesetting 
lines  for  Louisville, 
with  stacking  to  bins 
(left)  for  single  and 
double  plates. 


Madison’s 
morning  and 
evening  dailies 
(combined 
circulation  of 
113,189)  “and  a  boatload  of  commercial 
work...  all  going  at  the  same  time,”  said 
Production  Director  Jerry  Simpkins. 

Simpkins  anticipates  further  integration 
late  this  year  from  Controls  Group  Inc., 
when  raster  image  processor  data  is  tied 
into  the  Metro’s  inkers  for  automatic  ink 
presetting.  And  CTP  spreads  north  next 
month  when  a  sister  operation  in  Portage 
installs  a  basysPrint  UV-Setter.  11 
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Shoptalk 


WHEN  THE  TIME  CAME  LAST  WEEK  TO  ANNOUNCE 

that  E^P  will  shift  from  weekly  to  monthly 
publication  in  January,  the  first  word  came  via 
the  Web,  at  E&P  Online.  That  seemed  fitting, 
as  another  important  facet  of  our  new  publish¬ 
ing  schedule  calls  for  vastly  increasing  the  frequency  of  news 
posted  on  our  Web  site.  All  of  the  writers  and  editors  long  associ¬ 
ated  with  E^P  will  continue  to  contribute  both  online  and  in  a 
new,  improved,  and  expanded  monthly  magazine. 

What  does  this  mean,  and  what  will  the  new,  but  very  familiar, 
E^P  look  like?  Editor  ^  Publisher  has  been  around  in  some  form 


since  1884,  and  weekly  since  1898,  but  you 
might  call  the  version  that  will  debut  in 
2004  “E^P  for  a  New  Century.” 

As  we  chronicle  almost  every  issue, 
the  Web  is  now  a  major  part  of  both  our 
personal  and  professional  lives.  Virtually 
every  daily  newspaper  main¬ 
tains  a  site,  many  of  them 
robust,  and  most  weeklies  are 
online,  too.  Weeklies  can  now 
communicate  with  readers 
daily,  and  dailies  can  do  it 
hourly  or  minute-to-minute. 

We’ve  all  learned  that  while 
faster  is  not  necessarily  better, 
it  is  faster.  Like  everyone  else, 

E^P  has  felt  this  pressure,  but 
also  a  passion,  for  getting  news 
to  its  audience  more  quickly,  rather  than 
having  to  wait  for  the  U.S.  Postal  Service 
to  bring  it  to  your  door  (up  to  a  week  after 
the  story  was  written,  edited  and  sent  to 
the  printer).  Maybe  a  bowling  trade  publi¬ 
cation  can  stand  that  wait,  but  as  a  maga¬ 
zine  covering  the  news  business  we  know 
that  large  segments  of  our  audience  want, 
and  require,  the  news  now. 

In  fact,  we  have  broken  more  national 
news  stories  in  the  past  year  than  in  sever¬ 
al  past  decades  combined.  Still,  we  fear 


that  weekly  will  soon  mean  “weakly.”  So, 
with  all  due  respect  for  our  long  tradition, 
we  are  excited  about  expanding  our  role  as 
the  news  bible  of  the  newspaper  industry 
—  while  also,  on  a  monthly  basis  in  print, 
presenting  the  analysis  and  commentary 
that  helps  put  all  that  news  in 
context. 

E^P  will  continue  to  appear 
weekly  through  mid-Decem¬ 
ber.  Then  what  will  you  get,  in 
print  and  online? 

The  significantly  fatter 
magazine  will  include  all  of 
the  features  and  departments 
you’ve  come  to  expect,  but  in 
expanded  form  —  Technology, 
Syndicates,  Newspeople,  and 
all  the  rest.  Instead  of  one  major  feature 
each  issue,  we  will  publish  three  or  four. 

So  if  you’ve  ever  had  the  sense  that  any 
particular  issue  of  E^P  didn’t  have 
“enough”  on  your  particular  area  of 
interest,  that  should  be  a  thing  of  the  past. 

The  features,  as  well  as  the  departments 
and  columns,  will  shift  their  focus  away 
from  the  latest  news  (which  will  have  al¬ 
ready  appeared  on  our  Web  site).  Instead, 
they  will  analyze  the  latest  reports  and 
trends  in  order  to  help  you  understand  the 


newspaper  world  better.  We  will  also 
continue  to  profile  movers  and  shakers, 
from  small  towns  to  major  metros.  Even 
the  front  of  the  book  will  be  less  news- 
oriented,  although  we  will  summarize 
the  month’s  events  for  the  Web-wary. 

All  of  this  will  be  complemented  by 
a  revamped  E&P  Online  (www.editorand- 
publisher.com),  which  has  already  enjoyed 
a  tremendous  surge  in  traffic  in  the  past 
year.  On  the  very  day  we  announced  our 
big  plans  last  week,  E&P  Online  was 
named  one  of  three  finalists  for  a  Folio 
editorial  excellence  award  —  and  an 
article  on  our  Web  site  featuring  the  con¬ 
troversial  views  of  Iraq  war  reporter  John 
Bums  generated  more  buzz  and  reader 
comment  than  any  E^P  story  in  memory. 

While  we  realize  not  everyone  goes  to 
the  Web  every  day  —  or  at  all  —  we  think 
our  new  site  will  encourage  frequent 
visitors,  for  we  will  not  only  more  than 
double  the  amount  of  material  posted 
there,  we  will  also  make  it  infinitely  easier 
to  access. 

Our  regular  writers  —  Dave  Astor, 

Mark  Fitzgerald,  Lucia  Moses,  Jim  Rosen¬ 
berg,  Joe  Stmpp,  and  Carl  Sullivan  —  will 
post  stories  on  the  site  virtually  every  day, 
sometimes  several  times  a  day,  with  con¬ 
stant  updates.  For  example,  if  you’ve  ever 
wondered  whatever  happened  to  “Supply 
Side”  in  our  technology  coverage  —  you 
will  find  it  again,  and  then  some,  online 
in  January.  Not  only  that,  you  will  find  it 
in  a  separate  Tech  section  at  our  site,  along 
with  all  other  coverage  in  that  field. 

The  same  goes  for  other  major  areas  of 
interest:  newsroom,  advertising  and  circu¬ 
lation,  financial  and  corporate  affairs, 
syndicates,  and  online  journalism.  Each 
new  section  will  showcase  timely  reports 
on  their  own,  easy-to-bookmark  Web 
pages.  So  you  can  follow  the  latest  indus¬ 
try  news  daily  or  even  hourly  —  and  then 
read  more  about  what  it  means  in  the  next 
monthly  print  edition. 

We  will  also  be  offering  an  array  of 
other  benefits  for  subscribers,  including 
e-mailed  news  alerts  and  newsletters 
and  other  features  we  will  announce  very 
soon.  So  stick  with  us  as  we  move  quicker 
and  think  harder  —  our  way  of  helping 
you  to  meet  the  many  challenges  of 
producing  newspapers  in  the  early  21st 
Century.  11 


Printed  in  USA.  Vol.  136,  No.  33,  EDITOR  &  PUBLISHER  (ISSN:  0013-094X,  USPS:  168-120)  is  published  45  times  a  year.  Regular  issues  are  published  weekly,  except  July  7  and  21,  Aug.  4  and  18,  Sept.  1.  and  Dec.  22  and  29,  by  VNU 
B'.isiness  Publications  USA,  770  Broadway,  N.Y.,  NY  10003;  Sales  (646)  654-5125;  Editorial  (646)  654-5270.  Periodicals  postage  paid  at  New  York,  N.Y.,  and  additional  mailing  offices.  I^>stmaster:  Please  send  address  changes  to:  EDITOR 
&  PUBLISHER,  THE  FOURTH  ESTATE,  P.O.  Box  16689,  N.  Hollywood,  CA  91615-9460.  Copyright  2003,  VNU  Business  Media  Inc.  No  part  of  this  publication  may  be  reproduced,  stored  in  any  retrieval  system,  or  transmitted,  in  any 
form  or  by  any  means,  electronic,  mechanical,  photocopying  or  otherwise,  without  the  prior  written  permission  of  the  publisher.  Annual  subscription  $99  in  the  U.S.  and  possessions  and  in  Canada.  Foreign  surface  $130  and  Foreign  air  $320. 
No  claims  for  back  issues  honored  after  one  year.  From  time  to  time.  EtiJP  may  allow  reputable  companies  to  send  information  that  may  be  of  interest  by  mail  or  e-mail:  If  you  do  not  w’ant  to  receive  this  information,  please  advise  Subscriber 
Service  by  either  telephone  or  e-mail  (including  in  your  subject  heading).  Subscriber  Service  (600)  562-2706;  Customer  Service  E-mail:  editorandpuUisher@espcorop.com 


www.editorandpublisher.com 


34  EDITOR& PUBLISHER  SEPTEMBER  22,  2003 


Turn  one  negative  into  1000  positives. 


Enter  Editor  &  Publisher's  annua\ 

Newspaper  Photos  of  the  Year  competition 
for  a  chance  to  win  $1000!  . 

A  gallery  of  the  best  photos  will  appear  in  our  annual  Photos  of  the  Year  issue  on  October  27,  and  will  cilso  be 
posted  on  editorandpublisher.com  for  a  full  year.  Winning  photos  will  be  displayed  at  the  PDN  PHOTO  EXPO  in  New 
York,  October  30-November  1.  Photographs  are  eligible  if  they  have  been  published  in  your  newspaper  or  on  your 
paper’s  Web  site  since  October  1, 2002.  •  ' 
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^  Visit  www.editorandpublishcr.com  for  further  details,  including  the  Call  for  Entries  form. 
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WE  GIVE  YOU  MORE 
THAN  JUST  INSURANCE  OUOTES. 
WE  LIVE  WHERE  YOU  LIVE.'  ' 


When  you  need  insights  or  information  on  financial  services,  you’ll  find  the  people  at  State  Farm 
a  great  source.  With  over  16,500  professionals  helping  over  28  million  households  across  North  America, 
we  can  give  you  a  rather  unique  perspective  on  financial  services.  And  yes,  you  can  quote  us  on  that. 


LIKE  A  GOOD  NEIGHBOR 


Providing  Insurance  and  Financial  Services 

statejarm.com’ 

State  Farm  •  Home  Offices  Blinmington.  Illinois 


